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STRIP... This beautiful two-eyelet tie is made in black 
and brown Imported Baby Calfskin. The lightness of 
weight of this material makes these shoes unusually 
comfortable and most practical for the Fall Season. 
Made over our 195 last with 19/8 Continental Heel. 
ne in black and brown Patent Leather. Dark 
mimgs. 


No. 2617—Imported Black Baby Calfskin 
No. 4617—Imported Brown Baby Calfskin 


LURE .. An unusually well fitting oxford for afternoon 
wear. So designed to give that short appearance to the 
foot. Made in black and brown ‘Imported Baby Calf- 
skin over our 178 last, 17/8 Continental Heel. Patent 
Leather stripping and lacestay. Dark linings. 


No. 2628—Imported Black Baby Calfskin 
No. 4628—Imported Brown Baby Calfskin 
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IN STOCK 


FOR A QUICK PROFIT 


Pin Stripped shoes have “gone to 
town” so we've placed them “in stock”. 
Sweeten your business with these two 
Paradise styles. They'll ease your 
chase for extra profits. And they em- 
body all the advanced features of con- 
struction exclusive in Paradise Shoes. 


heicsillis ite Siecle 


BRAUER BROS. SHOE CoO. 


22 SOUTH SARAH ST. ST. LOUIS, MO. 





When writing advertisers please mention Boot and Shoe Recorder 
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THLETIC managers of leading 
universities say “shoes are be- 
coming more important each day.” 
A survey in one of the leading 
Eastern universities reveals that in 
Harvard College alone 1400 pairs 
of athletic footwear are used in the 
course of a year. While a heavy 
football shoe is used for practice 
and scrimmage during the Fall sea- 

















son, the Varsity eleven going into 
actual play use a much lighter 
shoe. In recent years the services 
of skilled shoemakers has saved 
hundreds of dollars for leading col- 
leges as today the shoes are in- 
spected weekly and many shoes re- 
built at the end of each season in 
a modern plant connected with the 
locker building, which has all the 
appearances of a miniature shoe 
factory. Among the various items 
and accessories on footwear is the 
use of some 3600 pairs of laces an- 
nually and 20 gallons of oil that 
are used to retain the flexibility of 
the athletic footwear. 

Among the latest improvement 
in football shoes is the creation of 
two shank pieces of heavy metal 
fitted along the inside and outside 


HOE 
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edges of the.shank, an improvement 
which it is said will do much to 
prevent fractured ankles. 


* * * 


SD ewe SLATER is showing with 

pardonable pride the modern- 
ized and redecorated Fifth Avenue 
store of J. & J. Slater. Both the trade 
and the public seem to think that 
the Fifth Avenue landmark has 
been decidedly improved. For 
weeks the work has been going on 
and now the shop blossoms out in 
lighter color—everything new from 
carpets to cartons and an informal 
arrangement of customers’ chairs so 
different from the traditional rows 
of seats of the past. Every day the 
newspapers tell the story something 


like this: 











“There is no change in ownership 
or management. Grandmother will 
find here the same good shoes and 
delightful service she has known 
for over fifty years. Her daughter 
and her granddaughter will be 
thrilled to find a brighter, lighter 
store in which shoes of the utmost 
style, finish and fit can be bought 
at painless prices.” 


13 


rade 


\/ 5. JOHNS, vice-president and 
+ general manager of Califor- 
nia Shoes, Ltd., of Los Angeles, 
says: 

“Good reform work on infants’ 
and children’s shoes twelve or 
fifteen years ago is showing fine 
results now. About that time manu- 
facturers began making roomier 
toes on shoes and began urging that 














children be fitted with longer shoes, 
thus putting the stress where it be- 
longed. 

“We are manufacturing shoes for 
high-school and college girls quite 
largely and we find these girls have 
far better feet than girls of like 
ages used to have. The girl who 
would have been wearing a 4/C 
had she grown up 15 years earlier 
is really wearing a 614 A, meaning 
that her shoes worn as an infant 
and a small child allowed her foot 
to grow longer and narrower as 
nature intended. My guess is the 
retail shoe fitter 30 years from now 
will be fitting middle aged and old 
women with only a fraction of 
the grief the fitter of today has with 
women of those ages.” 





AROLD S. WONSON, presi- 
dent of the New England Shoe 
and Leather Association, and Max- 
well P. Gaddis, president of the 
Boston Boot and Shoe Club, notified 
the trade that Secretary - Treasurer 
Thomas F. Anderson is still criti- 
cally ill and confined to his home 
at 59 Vinson Street, Dorchester, 
Mass. The letter further says: 

“His many friends in the trade 
may well understand how the 
members who have been in more 
intimate association with him are 
sincerely hoping for his ultimate 
recovery. Even his temporary ab- 
sence makes us realize how much 
he has done for and how much he 
means in the trade with which he 
has been associated for so many 
years. 

“May our hopes and our prayers 
bring him back to us. 

“Any message of cheer that you 
could send to his home would cer- 
tainly be appreciated.” 


* x * 
AT FERNALD, a sage of 
leather and shoes, in Lynn, 
Mass., says: 

“Like as not it’s still in use in 
some of the farm regions these days. 
It’s an old Yankee custom. 

“When we were boys we didn’t 


put our boots in the oven to dry- 


them, as oft is said. We went to 
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the barn, and got a measure of oats 
—corn would do if the oats weren’t 
handy—put the oats into the oven 
and warmed them up, and then filled 
the boots full of the warm oats. The 
heat of the oats dried the boots, ex- 
pelling the moisture out of the 
leather instead of driving it inside 
the boot. As we packed in the oats 
firmly, the boots were on a sort of 
a form, and so the boots dried to 
shape. 

“After the boots were dry, we 
spilled out the oats, returned them 
to the bin, put on the boots and went 
on with the work.” 


* * * 
HARLOTTE WILLIAMS, stylist 


of The American Woolens Co. 
predicting an enormous white sea- 

















—''l like to visit Recorder headquarters,” 
says one of our merchant subscribers, 
“because the doors of your executives’ 
offices are always open. 

—''l don't know anything more dampening 
to one's spirits," he continues, “than the 
closed doors that so often conf-ont one 
when visiting a business house. They seem 
to hit you right between ihe eyes." 

—A door can be fiiendly, or unfriendly, 
just as its master wills. 

—A door can serve as a barrier, or as a 
means of access— 

—In our business we believe in the open 
door policy and a we!come is promised 
everyone from messenger boy to bank 
president. 

—Our only exception might be the big 
bad wolf, 


President. 





son for 1935, prompted the execu- 
tives of G. Levor & Co., Inc., to 
venture a further prophecy of a 
white kid year that would eclipse 
the record set in 1934. Their con- 
fidence was based on the orders now 
being placed for “The Whitest 
Whites” washable kid, which was 
one of the spot attractions at the 
show by reason of the entire booth 
showing nothing but the solid pure 
white leathers. 

Additions to “The Whitest 
Whites” this year are white kid 
suede, white genuine buck and 
“Soochow Suede”—kid suede with 
the cream appearance of genuine 
white buck. Also pigtex—a semi- 
perforated grain on white and white 
crushed kid in glazed or dull sur- 


face finish. 
* * 7” 


HE National Association of 
Credit Men queried 20,000 
manufacturers, wholesalers and 
bankers as to whether or not their 
firm was “code happy.” The reply 
was 55 per cent negative and 45 per 
cent indicating general happiness in 
the codes. The Eastern members 
voted negatively, indicating they 
were unhappy in their code relation- 
ship, the Central states voted favor- 
ably; the South was divided equally, 
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the West was slightly unfavorable. 
The question: “What is the re- 
action to NRA in your territory?” 
brought replies that were about 
evenly divided. Fifty-two per cent 
were unfavorable and 48 per cent 
were favorable. The replies were 
exactly equally divided in the East, 
more favorable than unfavorable in 
the Central states, evenly divided 
in the South and two to one un- 
favorable in the Western states. 


* * * 


Foor rolls are selling. They’re 


of wood. They look like toy 
ninepines. Take off the shoe. Put 
the roll under the foot and roll it 
and roll it until the joints are flexed 
up, the lime is worked out from be- 
tween the bones, the toes are pulled 
out straight and the old foot feels 
like new again. 

* * * 

ATENT leather is being sent from 

here to China. Each side of 
leather is put into a paper-board 
roll, like the familiar calendar, and 
the roll is wrapped with waxed 
paper, and sealed—like the fa- 
miliar box of crackers. That’s to 
keep the moisture from getting at 
the leather as it is carried across 
the ocean. Then each cylinder of 
leather is tied up with a ribbon of 
a Chinese lucky color. It never 
would do to use an unlucky color, 
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for a Chinese merchant will handle 
unlucky colors no more than an 
American will walk under a ladder. 
The cylinders of leather are packed 
in a big wooden case, and are sent 
to China. 
* * * 

FL ORSHEIM are remodelling 

many of their stores all over the 
country, in a great modernization 
campaign. When asked as to the 
policy of the house on this matter, 
S>muel Goodman, General Man- 
ager of the Florsheim Shoe Co., 
said: 

“We are doing only what we 
think we should do under the exist- 
ing conditions. We have always 
been modern and are not doing 
anything else, now. Possibly we 
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may be conspicuous as few stores 
are embarking on such a wide- 
spread program. If we are leaders, 
we must continue to be so. 

“The slogan of Florsheim’s is— 
If we are going to lose business at 
any time, we will do it by doing 
business too good, rather than do- 
ing it too poorly.” 





ITTING remarks by Ray Hopp- 
man. 
“Shoes were made for feet” 
Not “Feet were made for shoes’— 
Therefore, it doesn’t pay 
To stuff eights into twos. 


Do you know of anything quite 
so obsoleie as the buttonhook? 

They say the making of shoe 
laces is a most expensive operation 
because they have to TIP every 
pair. 

Some of these gold digging 
chorines should be compelled to 
wear snake skin shoes that give a 
warning rattle. 

And how about greyhound hide 
shoes for fast steppers? 

It’s easier to see things through 
if you try to see through things. 

You bet—and work and play are 
wonderful tonics separately but 
they certainly do make a very bad 
mixture. 

They even have shoes for dogs 
these days. I'll bet Fido has a fit. 

Trying to get a big foot into a 
small shoe is what you call Inside 
Stuff. 

Some fellows have the key to suc- 
cess but can’t find the keyhole. 

And if you don’t believe in co- 
operation, just witch what happens 
to a flivver when the wheel flies off. 

When you put your heart in your 
work don’t forget your head. 

A big six-foot woman waltzed 
into the store and somebody was 
unkind enough to whisper “She 
wants a pair of horse shoes.” 

The shoe business is just a trans- 
fer. They take leather off a steer’s 
back and put it on a man’s foot. 

It’s well to remember that a smile 
speaks all languages. 

However, life’s too short to 
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spend time thinking how short it is 
—so let’s go. 
* * * 


ipsa LOEWENSTEIN, the 
inveterate pilgrim, again makes 
a motor trip down historical high- 
ways with a party of friends. At 
the crack of dawn he left Cherry 
Lane, New Jersey, via Baltimore, 
Washington, Culpeper, Charlottes- 
ville, to Lynchburg, Virginia—383 
miles. The next day from Lynch- 
burg to Danville, Boone (North 
Carolina), Blowing Rock, through 
the Smoky Mountains to Asheville 
—392 miles. Then to Elizabethton, 
Tennessee, and a stop at Bristol, 
Tenn. One side of Main Street in 
this remarkable town is in Tennes- 
see, the other in Virginia. The party 
investigated the story of a man who 
had committed crimes in both states. 
The authorities of each simultane- 
ously found him hiding in bed with 
one leg in Tennessee and the other 
in Virginia. The Tennesseans 
pulled on the southern and the Vir- 
ginians on the northern leg and did 
considerable damage to the man. 
He sued both states and won. The 
trip that day ended at Lewisburg, 
West Virginia—a matter of 298 
miles. Breakfast at Marlinton and 
thence to Elkins, Cumberland and 
Harrisburg—a total of 340 miles. 
The next trip brought the party back 
to Cherry Lane at high noon—a dis- 


Clerk:—''Well, well. 


tance run of 1550 miles in four and 
a half days. 

For a man of his age and busy 
leather life, the latest pilgrimage is 
in truth verification of the adage— 
“Nothing like leather for longevity.” 


*% * * 


LBERT D. LASKER, Chairman 

of Board, Lord & Thomas, in 
addressing the Boston Conference 
on Retail Distribution said: 

“T, for one, believe that adver- 
tising, by appealing to human 
emotions, has largely increased the 
total desire of the American people 
for myriad products, thus has in- 
creased the will to work that desire 
might be satisfied. Even those out- 
standing inventions—motor car an:l 
radio—to my mind would never 
have achieved their great volume 
without advertising. 

“In one sense at least the social 
value of stimulating consumption 
will be denied by no thinker, no 
matter of what school. Whenever 
consumption is stimulated for a 
superior article, especially when 
the use of that article tends to raise 
the standard of living, the stimulus 
is worth many times its cost. 

“Largely through advertising we 
have created desire. This desire 
has translated itself into increased 
employment, based, mind you, on 
the common man’s stimulated desire 
for higher standards of living.” 


in ih BL 


GRAHAM. 
HUNTER™ 


I'm certainly glad to shake the foot of the man who holds the 


national sprinting championship." 





Based on an interview with 
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W. T. GABLE, J 


Shoe Buyer, The Store for Men, 
Marshall Field & Company, Chicago 





“1 Marshall 























Expert Service, Based on a Study of 

Thousands of Feet, Enables Department 7 

to Maintain and Strengthen Better 
Grade Lines 


4 

WE invite your attention to a shoe service founded 
upon experience and a diligent study of the correct 
fitting of feet. The laboratory for this experience has 
been developed in our own business where, through 
years of cumulative study of tens of thousands of feet, 
we have built up a service recognized the world over. 

“The tributes paid by thousands of satisfied cus- 
tomers confirm our faith in this service. 

“Never has the comfort of the human foot been 
of more concern than today. In this age of cement, when 
feet are subjected to hard surfaces, on which the average 
man takes eighteen thousand or more steps a day, cor- 
rectly fitted and properly adapted shoes assume more 
importance. Youth reaching maturity finds the neces- 
sity for expert counsel to correct foot ills resulting from 
inexperienced fittings or other causes. 

“Because of the foregoing we have had to profession- 
alize in the shoe business. 

“We have had to create a division for the study and 
examination of feet, under the direction of men who 
have devoted a lifetime to the task and who today are in 
our employ giving expert advice and fitting service. 

“Every shoe we feature has a distinct purpose. It has 
been carefully worked out on proven principles, with 
the best of materials and workmanship, and performs 
the service we say it will.” 

That is the foundation of men’s shoe selling in The 
Store for Men of Marshall Field & Company, Chicago. 

Are these high and lofty principles or just pretty 
words? 

Do the men of Chicago believe them? 

Can a store which carries out these ideals to the 
nth degree be regarded as a progressive going concern? 

Does a highly specialized service such as has been 
outlined above make and hold thousands of satisfied 





“a 


SHOE SECTION... 





customers, and does it recompense the management? 

These represent a few of the questions which come 
to the minds of retail shoemen everywhere. An an- 
swer is clearly revealed in a recent talk with W. T. 
Gable, buyer for the department. 

Business houses must have a well thought out plan 
of action, Mr. Gable pointed out. They cannot be 
jumping all over and not knowing at the end of the 
day what they will do the next. 

The Field plan is to sell the best shoes they can 
possibly sell in the very best manner. We may have 
twisted and turned to meet conditions, but have never 
deviated from their original set of plans and principles. 
Shoes, as just shoes, have never been bought. All pur- 
chases are made to the strict Field specifications as to 
materials and designs. 

Like many stores, the need of cushioning retail prices 
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Field Merchandises 
Men's Shoes 


Marshall Field Store for Men . CHICAGO 


Show cases in the great shoe section in the Store for Men, Marshall 
Field & Co. There are twenty-four such cases in the entire shoe section. 
Each case is carefully planned to show the use of the particular type 


of shoes on display. 


to meet temporary conditions was considered necessary. 
In 1929, $8.50 was the bottom price. When 1930 came 
along, the $6.50 and $7.50 retail prices were added, to 
take care of those customers whose earning powers had 
been curtailed. 

The accompanying chart is a consolidation of all 
price units. It shows clearly that the better shoes have 
sold more freely than all others during the past year. 

This same ratio has been maintained for the past 
two years. It is not the intention to convey the thought 
that unit sales have been maintained but it is true that 
the higher priced shoes have always maintained their 
volume proportion. 

Right here it should be stated by the way of ex- 


This graph shows the proportion 
of shoes sold in the various price 
fields. It has no bearing on sales 
by months or any given period, al- 
though it represents a year's sales 
activities. The ratio from the start 
of the $6.50 retailers to the peak 
of the $11.00 grade is 2 to 14. 


Detail of comfortable arm- 

chair and convenient foot 

mirror in Marshall Field 
Store for Men. 


planation that this shoe department carries more than 
the average number of corrective shoes, consequently 
more sales are made in proportion than would the store 
which has only one line and goes on the idea of selling 
just a pair of shoes. 

Feature shoe business has been good and will con- 
tinue to be good, as it gives a store a greater leverage 
on customers. It brings back repeat business which 
sustains volume. 

In the $10 retail field there are eight style shoes 
to one shoe having corrective features. In the $12.50 
grades, these are all staple and style shoes. Right at the 
present time the picture shown by this chart is changed 

[TURN TO PAGE 36, PLEASE] 
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Shoes Exhibited by the 
Kidskin Tanners. Top row. 
The Sandal Bootee. Pump 
of white and orange Kid 
Suede. Second row— 
Crushed kid pump; ithe 
important blue shoe with 
white; the Kiltie tongue 
pump; Broad front strap; 
and two open ties. 


RUTH HARRINGTON 


Tue “Cothurne” might be called a blend 


of sandal, oxford and ghillie. And yet its 

name and its origin go way back to OXFORD SABOT 
classic Greece. Cothurne sandals, laced 

over the instep and often up over the leg, 

can be seen on classic Greek statues. 

You will not see this name (Cothurne) 
in the Style report, because, in the opin- 
ion of the meeting, the name and the type 
required too much explanation to be made 
clear in a condensed report. But this shoe 
was discussed for 15 minutes and created 
much interest. It is an important type. 
It will influence 1935 designs. It fits in 
with the pattern trend . . . and goes with 


slit skirts! . GHILLIE COMBINED 
We, WITH FRONT STRAP 


We illustrate two va- 
riations above. The top 
shoe is a Cothurne of 


1914—as introduced by , GHILLIE 
Irene Castle, and as made BLENDING 


for her, under that name, 
by J. J. Slater at that WITH TIE 


time. Below you have a 

1935 adaptation of the 

Cothurne idea. In both 

of these slippers the laces may be extended 
to tie around the ankles, in the manner 
of the sports ghillie, and in tune with the 
current interest in anklet patterns. 


These are some of the new blends in shoe designs 
which created lively comment at the Joint Styles 
Conference. 
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“Blended Patterns 


PUMPS WITH 
SABOT LINE 


ANKLE STRAP 
SANDAL 


OPEN SHANK MONK 
MERGING INTO _44, 
FRONT STRAP (esti 


Key-Note for 1935 


a 
i we 
DK | / 
; | = 


Waren the Woman’s Style Committee meetings, at 
the recent Conference, came to a discussion of pat- 
terns, discussion ran fast and furious. For in addi- 
tion to the familiar divisions of oxfords, step-ins and 
the rest of the classic types, the report listed another 
group—the so-called “blended patterns.” Oxfords 
are blended with sandals, ghillies with ties—and so 
on through a bewildering array of strange new com- 
binations with strange new names! Retailers were 
so concerned about this new development, so inter- 
ested in knowing what these blends looked like, that 
we felt it would be helpful to illustrate some of the 
leading types. 


It is easy enough to understand the reason why of 
these new blends. The industry is putting a premium 
upon design ingenuity. In its endeavor to protect 
original designs it has spurred the designer on to new 
efforts. Pattern creators are, therefore, trying new 
arrangements, taking liberties with classic shells. 
Some of these with blends will be successful—others 
will be mongrels. In shoes, as in spirits, some mix- 
tures are good and some are very bad! The retailer’s 


OPEN SHANK 7 leetio 
GHILLIE MERGING before. His own good taste must guide him. All the 


\ old rules are being broken—but good design is still 
INTO SANDAL COS Y good design, blended or straight 


Shoes exhibited by A. C. 
Lawrence. Left to right: 
the new balloon front 
strap and another novelty 
T-strap in gardenia white 
suede. Spring version of 
glove-fitting shoe; the 
nudist sandal in white calf 
and perforated patent. 
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IN our efforts to discover just what is happening in the 
shoe stores of this country, and where they are headed 
from this point, it’s interesting to compare conditions 
as we find them today in a typical city like—well, say 
Lansing, Mich.—with observations made during pre- 
vious visits to this same town. 

I have been spending several days in Lansing, look- 
ing over the town and comparing notes with what I 
found here on the occasion of a rather extensive study 
of this important Michigan trading center in October, 
1928. Naturally there have been marked changes. Very 
much the same sort of changes observed in other cities. 
Fewer retail shoe stores, especially in the home-owned 
group. More chain stores. A decided decrease in the 
number of stores selling shoes in the higher price 
brackets, $10 and over. A material drop in the per- 
centage of shoes being sold at these higher prices. And, 
naturally, a marked decline in the total volume of retail 
shoe sales, reckoned in dollars and cents. 

Despite these conditions, which in large measure re- 
flect the prevailing trend of the times in most com- 
munities of the same size, Lansing merchants operating 
their own shoe stores tell me they are making a better 
profit now than for several years past. Moreover, they 
have succeeded in putting their houses in order, so that 
they are now operating on a sounder basis. Previously, 
all they had to do when they needed money was to go 
to the bank and ask for it. Now that the banks have 


stiffened up, necessity has taught the merchants how 
to manage their own financing. They have mastered 
the lesson of keeping costs down, of doing business on 
less stock, buying from fewer houses and putting their 
financial affairs generally ona better basis. 

Lansing merchants find that all grades are moving 
better today. They are encountering relatively little 
price resistance. There is a distinct feeling of con- 
fidence, both for the immediate future and the long 
term. 

In communities like Lansing, where automobile man- 
ufacturing and automotive accessories play a dominat- 
ing part in the weekly payroll, the first six months of 
the year always constitutes a better selling season than 
the last six months. W. R. Schaefer of Lansing, Mich., 
who sells men’s and women’s shoes from $6.50 to 
$12.50, emphasized this point in speaking of local con- 
ditions. 

It is pointed out by Mr. Schaefer that along about 
the middle of August automotive plants start to reduce 
the number of people employed. This continues until 
the new models are brought out in November. As a 
result, sales will drop from 10 per cent to 15 per cent 
during the last six months of the year. For the past 
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to PROGRESS 


three years Schaefer has accepted this condition in a 
more or less philosophical manner. This year, however, 
he has arranged his stocks for a 15 per cent decrease, 
but he has increased his advertising appropriation 20 
per cent, because he feels that with the upswing in 
business, he can make the last six months’ volume equal 
that of the first six months. 

This extra 20 per cent of advertising money that 
he will spend will be directed both toward bringing 
in new customers and keeping his old trade sold. He 
points out that a year ago he was curtailing his adver- 
tising. Now he is expanding it because he is sure he 
can get his fair share of the additional money now in 
circulation. 

“T know that many of my former customers feel that 
they have only $5 to spend for a pair of shoes, and my 
big job is to make my advertising convincing enough 
so that they will spend $10 for a pair of real shoes. 
Pairage is way ahead of a year ago and we are show- 
ing a peach of a profit increase. During the past five 
years we have never changed grades, but to meet con- 
ditions we did cut down on overhead and gave better 
service than ever before.” That’s the way Schaefer 
summed up the situation. 


ACCORDING to Carl 0. Davidson, another Lansing 
merchant, the hardest problem confronting the retail 
shoe man who has formerly sold high-grade shoes, is to 
convince the manufacturer that he is all set to do busi- 
ness again. Conditions are not right, at the moment, to 
begin where they left off a few years ago, but there is 
enough interest in the better grades to warrant accounts 
coming under the “active” heading. 

Max Harryman is mighty glad that he stuck by the 
better grade shoes during the past five years. At the 
present time his women’s lines run from $6.50 to $10.50 
and his men’s shoes from $5 to $10. His store is still 
doing the volume shoe business in Lansing, Mich. The 
men’s trade has come along just fine in the last six 
months, due to the steady action in the local automobile 
wheel plant, as well as the Oldsmobile and Reo fac- 
tories. Men are buying their shoes in all grades, so the 
spread is about equal in the three named lines carried. 

Joseph H. Burton, who, in addition to operating a 
good live shoe store in Lansing, is secretary-treasurer 
of the Michigan Retail Shoe Dealers Association, be- 
lieves that retail shoe men owe the bankers a debt of 
gratitude, because when the bankers stiffened up on 
credits to stores, shoe retailers learned how to do their 
own financing. The merchants were forced to do busi- 
ness on their own resources, and, as a consequence, cut 


2\ 





A running story of shoe retailing today on 
the Main Streets of America as observed 
by HARRY R. TERHUNE, Field Editor of 
BOOT AND SHOE RECORDER. Mr. Ter- 
hune finds that, while many shoe men have 
found the going too rough and given up the 
fight, those that remain are in a sounder 
position today than for several years past. 


their stock, cut their expenses and increased their net 
profits. The result of all this, Mr. Burton points out, 
is that stores are in a relatively much stronger condi- 
tion. Furthermore, he doubts very much if the smart 
retailers will ever go back to their old methods. 

Conditions in Buffalo, where I stopped off to attend 
the New York State shoe retailers convention, were 
somewhat different from those just described by Mich- 
igan retailers. But there is a similar trend toward better 
grade shoes. 

“When we have a good Spring business, we know that 
we can always beat this record during the Fall by a 
good margin,” said Harry A. Gibson, who is buying 
shoes for the William Hengerer store of Buffalo. Taking 
this into consideration and also sensing the trend toward 
better shoes, Mr. Gibson has been steadily developing 
this end of his shoe business. Two years ago $8.50 
was the popular price at the Hengerer store. When it 
was discovered that there was no great price resistance 
this Spring against $12.50 shoes, a line of $16.50 shoes 
was added for Fall selling. 

A recent survey made by Mr. Gibson, relative to 
women’s shoes, proved to the house that many Buffalo 
women were buying shoes out of town on account of 
quality and style. His adding the Latin toe, short vamp, 
has been the means of bringing many new customers 
to his shoe department. 

At the convention I had an interesting talk with 
William Pidgeon, who specializes in corrective foot- 
wear in Rochester, N. Y. “The economic situation was 
such,” Mr. Pidgeon told me, “that people came to me 

[TURN TO PAGE 50, PLEASE] 
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Mesh Your Selling Gears 











WINTER PROMOTION PROGRAM--WORK SHEET 
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On this work sheet, merchandise 
items taken from the merchandise 
analysis are listed in the second 
column opposite the weekly date 
when they should be promoted. 


Then the advertising or display to be 
given each item is noted in the prop- 
er column. 


It also serves as a guide in the dis- 
tribution of the advertising ap- 
propriation. 

The work sheet should be ruled in ink 
on a full sheet of cardboard, or on 
heavy white paper. Notes are made 
in pencil to permit easy changing 
while making out the program. 


Practical Work Sheet to Help Shoe Merchants Plan for Winter Promotions 
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IN making your plans for a dynamic Winter selling 
effort, consider your store as a machine designed to 
turn shoes into dollars at a profit to you. No matter 
how many or how good the shoes you feed into the 
machine, no transition into dollars is possible unless 
there is a constant, consistent flow of customers into 
your store. There are five interlocked gears that must 
be in mesh to keep the machine going. In the sketch 
the artist shows us how the first four gears affect the 
fifth one. Window display, newspaper advertising, di- 
rect mail advertising and interior display must all unite 
to keep the fifth gear, keen salesmanship, turning effi- 
ciently. In other words, keen salesmanship offers but 
little, if your promotion program is not geared to 
bring the customers into the store. 

The work sheet shows a simple method of planning 
a coordinated promotion program to cover November, 
December, January and February. 

In the first column we have filled in the general holi- 
days. You should fill in local events and conditions that 
will help as a guide in making your promotion program 
tie in closely with what is going on. In the second 
column are set down the merchandise items that you 
will advertise week by week. 

To arrive at a well planned list of promotion items, 
make a list of all the various merchandise items in your 
stock that can be promoted during these four months. 
Then go through them carefully to select the items suit- 
able for the various weeks given in the work sheet. 

This work sheet should be made on a sheet of heavy 
white paper that permits easy erasing. The sheet should 
be about the size of a newspaper page for convenience. 
With the merchandise items filled in on the work sheet, 
next proceed to determine what form of advertising 
every item should have. Some of the major items will 
deserve newspaper ads, window displays, interior dis- 
plays and in some cases direct mail promotion. Other 
items which are used only by a limited specialized 


group, such as nurses, or men who require a high boot, 


AFTER the work sheet is completely laid out you can 
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Turn More Shoes Into Dollars at a Profit 


During Winter Months 


might require only direct mail and window display 
with a limited interior display, at the time the letter, 
folder or post card is sent out. Still other items might 
be featured only in the windows and in the store. 

As you work out the program you will discover that 
the major items offer you an opportunity for a “High 
Spot” for each week, and that the other items of less 
importance will work in around the major items. 


apportion your newspaper and direct mail appropria- 
tions. Many stores have found that the monthly divi- 
sion of the yearly appropriation is best based on past 
selling records for a period of two or three years. If 
you find that 8 per cent of your yearly sales, for ex- 
ample, are made in November, then 8 per cent of your 
yearly advertising appropriation should be spent in 
November. It will, of course, be divided between news- 
paper and direct mail advertising, according to local 
conditions. While some stores believe that the appro- 
priation should be used to boost the departments that 
are doing less than they should, other stores believe that 
the division should be made on the basis of the actual 
sales percentages of the various departments. 

By handling your program for Winter promotion in 
this comprehensive way you are sure that you are not 
going to overlook giving attention to every line; and 
you are also sure that the distribution of your appro- 
priation is right and that you are promoting the various 
items at the time and as often as they should be pro- 
moted. 

Thus you will have the gears in mesh and your pro- 
motion machine will be in good working order. Of 
course, it is understood that the displays and the adver- 
tisements, whether newspaper or direct mail must carry 
strong appeals presented in a compelling interesting 
way. 


DIG out the facts about the merchandise. Study the 
customer’s preferences. Emphasize the selling points 
about the merchandise that will be of greatest interest 
to those people who are most likely customers for the 
You that 
method of selecting your advertising appeals is much 


shoes you are advertising. will find this 
stronger than generalizations, designed for the purpose 
of trying to catch everyone. 

By all means study the distribution of your adver- 
tising appropriation. Some stores spend all of their 
money for newspaper ads; others confine their efforts 
to direct mail. A well-balanced program uses both. 

Mesh your gears—and sell more shoes at a profit 


during the Winter months. 















THE 


EDITOR'S 
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OUTLOOK 


Conflict—the Curse of the Cobbler 


THE story is told of the French Revolution that a mob 
was running down the street, followed by a shouting 
little man, yelling: “I am their leader; I must follow 
them.” 

Leadership today is following the crowd. If the crowd 
wants cheap shoes, the thing to do is to chase the crowd 
down the road to even cheaper shoes. 

In similar fashion, the critics of the NRA, in full 
pack, rush down the road yelling: “Kill the NRA.” It 
is time for the leader, rushing at their heels, to accel- 
erate his speed so that he can get in front of them and 
check them before they rush right into the arms of 
Congress. Better a modified code, with hours, wages 
and child labor corrected, than an act by Congress 
setting an arbitrary 30-hr. work week for every em- 
ployable person in the United States. All this running 
in the direction of a rout means ultimate action by Con- 
gress far more drastic than the codes which were written 
by business for business. If the hours and minimum 
wages were strictly enforced in the shoe manufacturing 
industry, there is reason to believe that chiseling would 
vanish as the fine tool of cunning. 

Perhaps it is not to be expected that the curse of the 
cobbler (“talk fighting”) could be lifted from the in- 
dustry and the spirit of cooperation take its place. Some 
of the trade practice clauses of the codes, each in their 
tenanted apartments, have been less neighborly than 
what is reasonable to expect in such a friendly indus- 
try as ours. The tanners on their floor have, perhaps, 
become more or less friendly with the shoe manufac- 
turers on their code floor, but there is very little love 
lost between the trade practice provisions of the manu- 
facturers code and the retailers. 

What this industry needs is compulsory trade arbi- 
tration quite as much as it needs compulsory labor 
arbitration. Trade relations between groups of the 
trade need correction in the direction of friendly coop- 
eration so that all industry can take part in the better- 
ment of public service. Here’s an excellent suggestion 
for us to attempt in the shoe industry. We should be 
one of the first to arrange our trade practice provisions 
to harmonize vertically in the industry, instead of hori- 
zontally through the divisions of industry. 

The Lincoln Filene Committee, now sitting in Busi- 
ness Advisory and Planning Council, suggests: “The 
appointment of a trade practice committee which shall 
meet with the trade practice committee approved under 
such other codes as may be related to the trade or in- 


BY 


flaler Te) lerLovan, 


dustry, for the purpose of formulating fair trade prac- 
tices to govern the relationships between production 
and distribution.” 

The idea, in brief, is to set up the rules of the game 
vertically in industry, as against squabbles in the va- 
rious apartments in the House of Industry as now 
established under the codes. 

_The golden rules incorporated in the codes, in the 
shape of trade practice clauses, are in so many cases 
unworkable that it is obvious in the reconstruction of 
the NRA that something must be done about them. 
Donald R. Richberg, director of the Industrial Emer- 
gency Committee also believes that price fixing and 
production control are the iridescent dreams of busi- 
ness men. “Many business men have learned from the 
experience of the last year that such things as price 
fixing and production control can hardly be handled 
through codes.” 

As a means of curing industrial ills, price stabiliza- 
tion is a snare and a delusion. Of 500 codes approved 
for Sept. 5, 335 had some form of price control. Pro- 
duction control is attempted in some 44 codes. Hap- 
pily the shoe and leather industries asked “for none 
of it.” : 

Well, something is going to be done about it and 
that right soon. The unfair trade practice clauses were 
the source of most of General Johnson’s trouble as Ad- 
ministrator of the NRA. Most businesses are ready to 
dump everything but code provisions on hours, mini- 
mum wages and child labor. The famous clause 7a is 
far from being a sample size. There is sure to be in- 
terpretation and possible correction and as we might 
well say, being shoe-minded, 7a would fit neither capital 
nor labor. Perhaps it is well to try 844C—a little 
roomier in its dimensions—to fit capital on the one 
foot and labor on the other. We had all hoped the 


codes would become fair rules of conduct, one with 


another—instead, we find the curse of the cobbler— 
conflict. 
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We asked athird panty amauta 
WHY 


Marshalaise Shoes-< 
are GOOD shoes 


And this is His Answer : 


WMI EITC. 


“T have taken this commission seriously and without fear or favor 
have gone to women, east and west, who are wearing these shoes— 
for, after all, unless the shoes are good on the feet they aren’t much 
good anywhere. I did not find any wearer who condemned the shoe. 








WHAT I DID FIND, —}—- > 


unanimously when prop- 
erly fitted, was the excep- 
tional comfort these shoes 
gave these women from 
their feet up. Their ex- 
pressions were not luke- 
warm, either, they were 
earnest. 

I found next that these shoes gave longer 
wear than was generally experienced. In a 
number of instances the shoes had been 
steadily worn for several years. 

I found general praise for the modishness 
of the Style lines. Also, after a woman had 
worn the “Styel” heel she recognized not 
only how much more easily she walked but 
how much more graceful this heel line un- 
der the arch is than is that of the ordinary 
shoe heel. 

I WENT TO THE SHOE DEALERS 
and to the shoe clerks. The investigation 
there confirmed the above findings as it 
should. They showed me exhibits of old 
shoes (Marshalaise) worn for years and 
still holding their shape well— and time 
and again verified, by exhibit, that women 
must walk better in these shoes because 
they do not “run-the-heels-over” so much, 
even after long wear. Most clerks realize 
that even with the best-made shoe in the 
world, it needs to be properly fitted to the 
individual’s foot — but some don’t. 

















Specialists 








Send for Spring Catalog 


State Your Special Shoe 


Interest 


in Women’s 
Marshall, Meadows & Stewart, Inc. — 


I WENT TO THE FAC- 
TORY — it was there I 


found the “WHY’”’—noth- 
ing miraculous about it. I 
found specialists there — 
not every worker, no, but 
however, every worker 
| with more than a “day’s 
~~ work” interest in the shoes 
he was making. And there I found a head 
designer and shaper of lasts for human feet 
whose heart bleeds over the miseries of the 
human foot. I saw one foot sufferer after 
another come to this factory and I saw him 
leave his executive work (he is a partner in 
the Company) to study each foot and see it 
properly fitted with a shoe. He is the man 
who made the “Styel” heel to give women 
comfort—without wearing medical shoes. 
I saw real leather going to make these 
shoes and the best of findings with a disposi- 
tion by the makers to put in the best leather 
that could be given for the money, rather 
than how much could be skimped here and 
there and not get caught. Then I understood 
that these shoes have a conscience. I under- 
stood something of WHY the women who 
wear these shoes are getting more comfort 
and longer wear and a wholesome appear- 
ance from the graceful style lines which are 
accommodated to Nature itself. 
If I were a dealer I would spend dollars to 
get these customers who come back.” 


Shoes 
Auburn, New York 
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On this page we illustrate four 
shoes representative of a class. of 
footwear which promises to enjoy 
an increasing popularity this season 





among college and high school girls. 
They are typical campus oxfords, 
but their vogue will by no means be 
limited to the college girls, since 
they meet the requirements of a 
mannish type of walking shoe for 
that large group of young women 
who lead active outdoor lives and 
have a place in their footwear ward- 
robe for a shoe of this type. 

Tweeds and coarse fabrics pro- 
vide the fashion background that 
makes shoes of this category logical 
selections for the young woman who 
goes to football games and indulges 
in active outdoor recreation during 
the Autumn season. Grained leath- 
ers, stout soles and broad low heels 
are general characteristics. Heavy 
brass eyelets contribute to the ap- 
pearance as well as the utility of the 
shoes; Blucher patterns have a dis- 
tinct place in the picture and the 
monk type with broad strap and 
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WALKING 
SHOES and 
CAMPUS Types 
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Stanaus® 


Square toe oxford with chan- 
neled welt, rectangular eyelets 
and leather thong lace, de- 
veloped in medium brown calf 


A Blucher pattern 
with moccasin toe 
in dark brown 
boarded caif. 
Stitching, perfora- 
tions and brass 
eyelets 


A plain toe Blucher 

type model, in 

black Norwegian 
grained leather 


This monk pattern is made of 

brown ostrich finish leather, 

with seam down the center of 
the vamp 


buckle fastening is also well adapt- 
ed to such footwear. Fancy or 
channeled welting also plays its part 
in giving the shoes the masculine 
look. 

In speaking of the outlook for 


shoes of this classification, a New 
England style authority called at- 
tention to the fact that some of the 
outstanding style shops of the coun- 
try have stocked them and are now 
showing these shoes as popular 
young women’s models for Fall out- 
door wear. 

“The tendency toward the mas- 
culine type of shoe for misses, girls 
and women,” said this style man, 
“has appeared as a distinct trend 
and one that promises to gain con- 
siderable headway this season. We 
see it in the increasing vogue of 
boarded and crushed leathers and in 
low heel patterns, designed along 
boyish lines, carrying substantial 
soles with wide extension and prom- 
inent welt treatment. The peasant 
or Tyrolean type of shoe that has 
gained a ready acceptance is in line 
with this trend, which provides a 
new class of spectator sport shoes 
that seem particularly well adapted 
for the football season and general 
Fall wear. The interest in such 


shoes seems to be on the gain, as 
evidenced by the fact that four prom- 
inent manufacturers have already 
made tentative plans to include sev- 
eral numbers in their Spring lines. 

“The mannish oxford is an ideal 
shoe for morning, business and gen- 
eral daytime wear and has its spe- 
cial place as an Autumn and Winter 
outdoor shoe for campus wear, as a 
spectator type for the football sea- 
son and for hiking, golf and other 
active outdoor sports. 

“It has sometimes been said that 
the women’s colleges and the styles 
of apparel and footwear worn on 
the campus have no such signifi- 
cance as an influence on women’s 
fashions as campus styles undoubt- 
edly exert in the field of men’s wear. 
Nevertheless, there seems to be an 
opportunity for the development of 
collegiate types of shoes for girls 
which will become generally popu- 
lar. 
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THE SUCCESS 
OF CEMENTED SHOES 
IS AN OUTSTANDING ACHIEVEMENT 


IN FOOTWEAR HISTORY 


Du Brits 
pow in The 
48,000.000-24 


S% YEARS AGO, when a practical machine was 
produced for use in the manufacture of cemented 
shoes, du Pont was asked to furnish an adhesive pos- 
sessing the qualities necessary for the success of the 
cementing process in attaching soles. 

With the advantage of long experience in supplying 
adhesives used in the leather industry and for joining 
belting to operate heavy machinery, du Pont produced 
a special cement which was completely effective in meet- 
ing the requirements of cemented shoe manufacture. 

The requirements of this cement were that it be 
strong enough for secure and permanent adhesion and 
resilient enough to provide the utmost 
flexibility. The development of this ce- 


ment was an essential factor in the success of the ce- 
ment shoe business. 

The magnitude of this success is indicated by the 
following figures: In 1929, when the new mechanism 
became available, 2,000,000 pairs of cemented shoes 
were made. This year’s production is 48,000,000 
pairs—36.9% of all the shoes made for women! 

This tremendous and rapid increase is convincing 
evidence of the preference of women for smart shoes 
that give long-wearing comfort. 

Today, 131 manufacturers are using du Pont Ce- 
ment and the new facilities for making cemented shoes, 

and participating in an advance that has 
had few parallels in footwear history. 


REG. U.S. PAT. OFF. 


E. i. DUPONT DE NEMOURS & COMPANY, INC. 


FINISHES DIVISION, WILMINGTON, 


DELAWARE 
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Forecast of Juvenile Styles 


Report of Children's Style Committee for Spring and 
Summer, 1935, as Adopted at Joint Styles Confer-~ 
ence, New York City, September 25, 1934 


PREFACE 


A NUMBER of factors have entered into the life of 
the nation, as well as the shoe business as a whole, that 
have a bearing especially upon juvenile styles. Either 
returning prosperity, or a general belief in it, has led 
to a point of view on the part of the public that is 
resulting in more generous buying, if not even luxury 
buying. For this reason, we believe that there is a 
better opportunity in the children’s department to urge 
the sale of the second pair of shoes than has been true 
for a long time past. 

The absolute necessity of a universal shoe for all 
occasions has passed, and the opportunity presents it- 
self for selling shoes for play, for sport, and for dress, 
as specific purposes. As an example, certain retailers 
attending the committee meeting reported a call for 
high-style patterns and built-up heels in shoes under 
size 3 for dress use. There is a tendency to match chil- 
dren’s shoes to costume, as shown in the acceptance 
of the ghillie tie as worn with plaid suitings. New 
applications of this principle will be found in the 
Spring mode. 


THIS increased importance of juvenile styles makes 
even more necessary the admonition that correct fitting 
and the proper shoe for the individual foot be empha- 
sized. This applies not alone to shoes in the ortho- 
pedic class but in the general lines as well, for it must 
never be forgotten that the juvenile foot is in a forma- 
tive stage and fit is, after all, of the first consideration. 

Which brings us up to the orthopedic shoe itself! 
Every mother is increasingly aware of the value of 
shoes particularly adapted to her child’s individual 
need, and herein the orthopedic shoe comes into the 
picture. It is not necessarily a corrective shoe. In the 
majority of instances it is not a corrective shoe at all, 
because children’s feet rarely need correction, but it 
is a preventive shoe; a shoe that, having a perfect foot 
to work on keeps it that way. We suggest that you 
_ strongly emphasize the orthopedic department. It is 
the belief of the committee that you will find the public 
generally, and the modern health-conscious mother in 
particular, are demanding this type of footwear in 
greater volume. : 

The theory has been advanced by eminent child 
psychologists that self-help and self-reliance is a most 


important factor in the development of the child mind. 
The shoe trade has cooperated during the past season 
with shoes the child may put on without assistance, 
through automatic fastener or snap. This promises 
even greater acceptance during the coming season. A 
greater diversity of type may be looked for as designers 
produce modifications of this idea. 

Another important point that should be considered 
promptly is the advantage of an earlier opening of the 
Spring season. Easter comes late, and holding an open- 
ing to approximate the Easter season unquestionably 
means the loss of a great deal of business. In fact, a 
date as early as Feb. 15 would not be too soon to, at 
least, show Spring style in most sections of the country. 
It enables the merchant to indicate that he is ahead of 
the public demand. Experience has proved during the 
present Fall season that early openings have been prof- 
itable, both in sales and prestige. 


COLOR in the field of children’s shoes enters by way 
of the women’s style forecast. Some retailers have 
experienced success with reds and blues in sandal or 
sport types, and this bright note in the picture is ex- 
pected to exceed last season’s volume. The tendency 
on the part of juvenile departments has been perhaps 
a little too conservative. In making this suggestion of 
color representation in the children’s line it must be 
remembered that it is more or less speculative, and 
should be promoted more as an indication of the ag- 
gressive character of the store rather than from a view- 
point of profit in these particular items. In these 
colors, we would direct attention to the so-called high 
colors such as reds and blues, similar to the coats and 
garments worn by the youngsters. 

We reaffirm the size runs adopted in the previous 
report. There has been some discussion as to the fit- 
ness of the names of the various categories, and after a 
general canvass of the trade the names will come up 
for consideration at a future meeting, but the sizes will 
remain as listed herewith. 

To sum up, if these new phases of the children’s pro- 
gram are to be carried out we suggest a merchandising 
program that is more flexible than heretofore. Buying 
should be spread more generally through the season, 

[TURN TO PAGE 48, PLEASE] 
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 “SwiLk LEAD THE GREAT 
PARADE OF BUCK SHOES 


There are reasons! It is the most suitable and popular 
leather for white sports, semi-sports and spectator shoes. 
A true buck color— just off white—reliable working and 
wearing qualities—economy which fits popular priced 
footwear—these qualities will clinch Shami-Buck popu- 
larity in Southern resorts—and establish this all-around 


buck leather for a tremendous Spring and Summer use. 


Start right with the right white—SHAMI-BUCK! 


NORTHWESTERN LEATHER 
COMPANY TRUST 


BOSTON - MASS. 
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STAGECRAFT 


é 

THE store window is a stage,” wrote Norman Bel 
Geddes, renowned exponent of modern ideas in design, 
“on which the merchandise is presented as the actors. 
The rules that apply to designing for the stage are in 
many ways true here. Keep the emphasis on the actor 
for it is he who tells the story.” 

That is a thought display men should always keep 
in mind in planning and designing shoe windows, for 
it is very easy, unless one is constantly on his guard, 
to produce a display in which the background domi- 
nates rather than the shoes. When that happens the 
result, which has cost so much in thought, planning 
and labor, may be a window that tends to distract 
interest from the shoes rather than intensify it. Since 
it is shoes we are selling, rather than backgrounds, it 
is essential at all times to remember that shoes are 
the actors, that they should claim the center of the 
stage and at all times be in the spotlight. 

The danger of overemphasis on the decorative 
features of a window display at the expense of the 
merchandise is especially marked in the case of shoes, 
because shoes are such small objects and so often 
subdued in color, that there is always a tendency to 
overlook them and fix attention on the larger and 
brighter elements of the window. This natural 
tendency can be overcome, however, by keeping 
backgrounds subdued, using neutral shades or soft 
pastels for the most part, and resorting to the use of 


FLAH & COMPANY . . Syracuse, N. Y. 


Midget shoes for display is the latest 
news. The idea was introduced last 
week by Herman Delman in an in- 
teresting window illustrated above, at 
Saks Fifth Avenue, New York. For 
every Delman shoe this season, a 
miniature copy made entirely by 
hand and carried out with the same 
perfection of detail and workman- 
ship as the regulation sized Delman 
shoes. There were five windows de- 
voted to the display and New 
Yorkers evinced a keen interest in 
the showing, as evidenced by the 
crowds which gathered every day. 


A striking display of footwear and 

apparel is shown at the left. The 

shoes are given prominence by their 

position in the middle of the win- 

dow and by the built-up display, 

as well as by the descriptive message 
on the background. 
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Dramatizing Fashionable Footwear to Show 
Use and Suggest Quality—Every Good Shoe 
Display Should Be Designed to Focus Atten- 


tion on the Merchandise 


IN 
SHOE WINDOWS 


bold colors only for the spots which serve as attention magnets to cause cus- 
tomers to look at the displays. 

The “dramatized” theory of window display, now so much in vogue, is 
undoubtedly working wonders in the way of making shoe windows more inter- 
esting and attractive to the public, thereby accomplishing the first objective 
of any good window, namely, to stop the prospective customer, arrest her 
roving glance and thus make her conscious of your store as an individual 
entity among the many shops that line the thoroughfare. 

But it isn’t enough to make this woman, to whom you hope to sell, stop and 
look at your window display. She must be made conscious, not merely of the 
window as a whole but also of the objects in it, and primarily of the individual 
pairs of shoes. To show this woman, who may become your customer, that 
you have the shoes she wants to buy is the ultimate objective of all your work 
and planning. Before you can make her desire and wish to possess them, you 
must first make her look at them, and, through the arrangement of your display, 
cause her eye to travel from one pair of shoes to another, so that she will see 
all of the styles and patterns in the window. For it may be the last pair she 
looks at that will conform to some vague mental picture she has in mind of 
the sort of shoes she wants to have. When that happens you have aroused a 

desire on her part, created an urge to buy and take a long step toward making 
New York City a sale. [TURN TO PAGE 36, PLEASE | 


% 
eee 


A truly dramatized window display 
of formal footwear by Bergdorf 
Goodman, New York, showing 
shoes in front of a curtained back- 
ground that suggests the use and 
occasion as well as the quality of 

the merchandise. : 


PR me OM AN 


BERGDORF GOODMAN New York City 
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THE PROBLEM FACING THE RETAILER 


Excerpts from address to Boston Conference on Distribution 


DR. PAUL H. NYSTROM 


/I-THE problem before serious thinking 
retailers, as well as other public- 
spirited business men, now is what 

can be done with the N.R.A.? Most men 

looking broadly at the problem are prob- 
ably wondering how the sound and useful 
parts of the N.R.A. can be salvaged and 
how the unsound, unnecessary and danger- 
ous elements can be eliminated. Now is 
the time to lay plans. The N.R.A., as 
such, under the present Act, will expire 

June 16, 1935. The possible alternatives 

are: 

1. To let it lapse and allow all industries 
and trades to go back to the methods of 
operation such as prevailed prior to 1933. 

2. To have it continued under new legis- 
lation either on a permanent basis, or for a 
definite period of years. 

3. To allow it to lapse but to pass its 
functions over to other Government De- 
partments, as, for example; the Labor 
Provisions to the Department of Labor or 
some Board operating under the super- 
vision of the Department of Labor; the 
Fair Trade Practice to the Federal Trade 
Commission, or some new body operating 
in the same manner as the Federal Trade 
Commission, and, the enforcement of 
“compliance,” as the new dealers have so 
euphemistically termed it, to the Attor- 
ney General’s Department. 

There is also a real danger that the 
government may be jockeyed into letting 
the industries attempt still more self-gov- 
ernment, which, az I have already sug- 
gested, will probably mean the end of our 
present economic system. 


Retailers Have a Real Stake— 
Organization Essential 


It is impossible at the present time to 
forecast the chances of these alternatives. 
The outcome will depend much upon the 
currents of public thinking during the 
next three or four months. Organization 
and gue ged are all-important in the di- 
rection of this thought. Groups of busi- 
ness men are already meeting on every 
hand for the consideration of this prob- 
lem. Trade associations on every hand 
are planning aggressively. Retailers, as 
many of them have found to their cost 
during the past Fel have a real interest 
in the N.R.A. hey should have an ac- 
tive interest in planning the future of 
the N.R.A. 

In the past, retailers have been much 
too prone to accept whatever was planned 
for them by the industrial and financial 
interests of this country. Retailers’ 
thoughts have too often been little more 
than the shadows of the ideas of manu- 
facturers and bankers. Retailers, havin 
no clear-cut policies of their own, serves 





President, Limited Price Variety 


often as the gallery, and in some cases 
as the cat’s paw for other interests. For 
example; whenever manufacturers wanted 
a high protective tariff, retailers, whether 
or not their own interests and the in- 
terests of their consumers were favorably 
served by a protective tariff, would also 
be for a protective tariff. When bankers 
wanted some change in banking legisla- 
tion, or when they wanted to prevent the 
passage of some legislation objectionable 
to them, retailers, whether they were con- 
cerned or not and whether they were ad- 
versely or favorably affected, usually 
came out for the bankers. When large 
employers of industrial labor sought to 
establish certain labor attitudes and poli- 
cies, most retailers, even those whose cus- 
tomers were largely workers, took the 
sides of the industrial employers against 
their own customers. 


Time for Retailers to Write Their 
Declaration of Independence 


It is time, in my opinion, for retailers 
to write their Declaration of Independence 


from further servility to the viewpoints 
of the bankers and industrialists of this 
country. Retailers have interests of their 
own. Their interests are very close to 
those of the consuming public. Whatever 
affects the consumer affects the retailer. 

For a number of years, retailers have 
gradually been coming to the realization 
that consumers’ and producers’ interests 
are not always parallel, and that where 
there is such a difference the retailer 
owes it to himself, as well as to his con- 
suming public, to support the consumers’ 
interests. The opposition in producers’ 
and consumers’ interests is nowhere more 
clearly to be seen than in many of the 
codes approved by the N.R.A. 

In the emergency now before us, cre- 
ated by the N.R.A., it is important that 
retailers of all types, both large and small, 
independent and chain, should forget their 
petty competitive squabbles among them- 
selves and unite for the protection, not 
only of their own interests, but also for 
the interests of their customers. 

What is good in the N.R.A. must be 
saved. The unsound and the harmful pro- 
visions must be eliminated. Those groups 
which have been most grasping and most 
self-seeking in their code making have 
disqualified themselves for useful partici- 
pation in carrying on the work of re- 
construction so necessary for the future. 
Retailers, because they are middle-men, 
are in a splendid position to serve both 
producers and consumers most fairly. Re- 
tailers have both an opportunity and a re- 
sponsibility to help plan the reorganiza- 
tion of the activities of the N.R.A. in 
the interests of the public as a whole. 





Information wanted by the Chamber of Commerce of the United States. 


N.S.R.A. Headquarters. 
With Respect to Volume of Sales: 


Fill in and send to 


1. What month of what year was the lowest point reached dur- 


ing the depression? 


How much were the sales for that month below the sales for 
(indicate some period prior to the depression?).................+.. 


What month of what year was the hi 


; ing the depression, i.e., subsequent 


hest point reached dur- 


the lowest point? 


How much were the sales for that month above the sales 


. If the current situation is not the highest point of recovery 
reached during the depression, how much is it below the 


high point? 


Respect to Employment: 


What month of what year was the lowest point reached dur- 


ing the depression? 


How much was employment for that month below employ- 


ment for 
depression? 


(indicate some period prior to the 


What month of what year was the highest point reached 
during the depression, i.e., subsequent to the lowest point? 


How much was employment for that month above employ- 


ment for 
depression) ? 


(indicate some period prior to the 


If the current situation is not the highest point of recovery 
reached during the depression, how ftMmuch is it below the 


high point? 


Please return questionnaire to E. D. Borden, Manager, Domestic Distribution Depart- 
ment, Chamber of Commerce of the United States, Washington, D. C. 
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Gi Craftsman is known 2 e 
by his work | 





Next week, The International Shoe 





Company will make history in the 





Men’s Fine Shoe field with a far-reach- 
ing announcement. The name Winthrop 


will identify a new line of quality shoes 





at retail prices that set an entirely new 
standard of shoe value. So unusual is this 
proposition that it is certainly destined 


to be the talk of the trade. 





See next week's issue of 
Boot & Shoe Recorder 
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The Yorkshire, In-stock . 
No. 202, Luxor Calf, 
No. 88 Bourbon Color of 
(Tan Hickory), AA, A 
8-12; A, 7-12; B, C, 
6-12; D, 6-11. J. P. thi 
Smith Shoe Co., Chi- 1Cé 
cago, Illinois. Catalog sh 
on request showing a 
other styles in No. 88 les 
Color. ap 
are 
Excellent Footwear 
tor 
J calls for excellent materials, and to 
excellent shoemaking. Then, indeed, the 
the consumer buys more than just | 
foot covering, namely, excellent fit, at 
comfortable wear . . . long wear 
with real foot health. ~ 
And, shoe merchants the country H 
nea ‘ u 
over are indicating that grading up 
is a natural result of the consumer’s ' 
An 
desire for better shoes. 
Real shoe store service to yield a Ge 
profit is centered upon Quality Foot- eal 
wear, and when you offer shoes rig’ 
made of Ohio’s Calf, you have an ] 
added form of business insurance. ers 
7 
to 
The Year Round Popular Color in Men’s Fine Footwear oe 
bé 
Yet 
LUXOR Calf is the ultimate in tanning | ~ 
perfection of colored leather for men’s A Complete Service in Fine Calf Leathers — 
shoes ... for it is “The World’s Finest 
Colored Calf.” It has a fine grain with tor; 
tight break, a mellow feel, a beautiful oun 
lustre . . . it takes and holds a shine. bec. 
an 


Swatches on request. OHIO LEATHER C0. sg 
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Service Center For Retailers 
3022 Empire State Building, New York 
JOHN J. HOLDEN, Manager 





The Flight From Quality 


T has been the tradition—the creed—of the American 
industry to oppose the manufacture of inferior shoes 
of inferior materials. It has been the demand of the 
American public to expect service and satisfaction from 
the shoe that it purchases. The demands of the Amer- 
ican public have not changed yet the quality of American 
shoe materials and the American-made shoe has suffered 
a serious decline. In fact, the amount of sub-standard 
leather and sub-standard shoes on the market today is 
appalling. The wheels of the American shoe industry 
are clogged with sub-standard goods. 


When you sell sub-standard merchandise to a cus- 
tomer you forsake the first principle of shoe retailing: 
to serve the customer to the best of your ability, and for 
their best service. 


Concern yourself primarily with the customer’s feet 
and not his pocketbook. 


A slogan of shoe retailers should be: “We sell quality 
and value . . . We do not sell price.” 


“Modern Business is Human Service,” said Elbert 


Hubbard. 


. statements such as these. . . 
American shoe retailers. 


infer the duties of 


“The great problem of retail shoe merchants is . . . 
Getting more shoes sold right; not only more but right; 
sold for the right purpose to the right wearer, in the 
right fitting; for the right price; at the right profit.” 


Don’t try to out-bid the price of low grade shoe deal- 
ers; out-bid the quality. 


The majority of shoe men in this country today want 
to deal in shoes of quality. They want to offer the con- 
sumer what the consumer wants: comfort, fit, wear, 
style and the satisfaction of complete reliable service. 
Yet, in attempting to do their duty, they are hampered, 
they are harassed by the cutthroat retailer who buys 
cheap goods, sells them by questionable methods and in 
poor and hurried fitting. The standards of materials 
and manufacture have dropped to a new low in the his- 
tory of American shoemaking. And the American con- 
sumer is suffering not only financially but physically 
because shoes made from sub-standard merchandise 
have not only a minimum of wear and service but also 
a minimum of comfort. 


JOHN J. HOLDEN. 


| 
| 





What Are Your Retailing 
Problems ? 


The N.S.R.A. is planning researches on cur- 
rent governmental and merchandising 
problems to aid the merchant. 


Wat are the problems of the shoe industry that you 
would like to have discussed at the next N.S.R.A. 
convention, in January? What are the issues that need 
solution? What information would you as a retailer 
value; what information would help you to do a better 
job of retailing, a better job of serving your customer? 


The National Shoe Retailers Association is already 
preparing for its next convention. The N.S.R.A. wants 
to be of service to every retailer in the country. It 
wants to prepare researches, to make studies on the 
various issues of economic importance and the various 
problems of shoe retailing in order that when January 
comes around, the N.S.R.A. will be able to give tangible 
evidence of its operations and will be able to offer to 
the merchant information that will aid him in making 
1935 a greater shoe year. 


Your association wants you to suggest the reports you 
want made. The N.S.R.A. is ready to carefully consider 
every suggestion, and if it is of merit and importance, 
the problem that you suggest shall be studied during the 
coming months and reported on in January. 


There are many important problems. For example: 
“What is to be done about the N.R.A.?” “Do percent- 
age leases offer a basis of sound rental.” “What should 
the ratio of advertising costs be to total sales?” “How 
are quality merchants to protect themselves from those 
who deal in sub-standard goods?” 


These are merely suggestions. Send in your problem. 
The small merchant and the big merchant both have 
troubles and grievances that need the attention of 
N.S.R.A. committees. 


The National Shoe Retailers Association is making 
special plans so that special committees will give every 
important retail problem considerable study and atten- 
tion. The N.S.R.A. is striding into its 24th year of 
service to the retailers of America, and will offer the 
fruits of its experience and the results of its studies and 
researches to those who participate in the Shoe Conven- 
tion of 1935. 
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How Marshall Field Merchandises 
Men's Shoes 


[CONTINUED FROM PAGE 17] 


a little bit as the $12.50 shoes are now 
$13.50. 

In today’s selling there is a much 
greater acceptance and less price re- 
sistance to the better grades than when 
this chart was compiled. As a result of 
these changing conditions, the higher 
grades (that is lines from $10 to 
$13.50) are being strengthened. Shoes 
retailing at $6.50 and $7.50 are still 
being carried but the inventories are 
considerably less than they were a 
short while ago. Even though condi- 
tions have improved a great deal, the 
time is not yet right to throw out the 
lower grades entirely. 

There is a second part of the Field 
plan that is considered fully as im- 
portant as the merchandise itself—the 
men on the floor, who in the eyes of the 
public, represent Marshall Field & 
Company. In this store is an organiza- 
tion of salesmen who have been brought 
up, not only to sell shoes, but to know 
how to sell the store. This group of 
well trained, well groomed, courteous, 
able shoe men have sound counter argu- 
ments on why their trade should buy 
good shoes. They know how to point 
out the economy of buying better mer- 
chandise. Their training and ability are 
such that the men of Chicago have no 
hesitancy in trusting the care of their 
feet to these competent men whose 
ability has been acquired through expe- 
rience and whose working tools are ade- 
quate. 

At no time during the past five years 
has any pressure been brought to bear 
on shoe manufacturers by Marshall 
Field & Co. to cheapen their products. 
If some of the manufacturers have re- 
duced prices in accordance with current 
business trends, the policy has been to 
take the base prices and build up the 
shoes. The theory behind this is that, 
rather than reduce prices, it is better 
policy to give a customer more in the 
way of hand-sewed inseams, bound 
edges, etc. 

Take for example a shoe that has 
been selling for $12.50. If this shoe is 
reduced to $10.50, it would be a mighty 
hard matter to later boost the price 


two dollars to the original price when 
prices warrant the increase. It is felt 
that it will be easier selling to drop the 
extra features and still keep to the 
established price. 

Management has taken advantage of 
all breaks in the market to build up 
shoes, rather than to reduce retail 
prices. The wisdom of that policy is 
proved in the sales chart graph. 

When it was deemed necessary to put 
in lower priced shoes, the market was 
shopped to find the best inexpensive 
quality items which would reflect the 
high ideals of the store. At no time 
did the buyer ever relinquish buying 
quality merchandise. 

All through the depression a com- 
plete stock of men’s shoes to retail at 
$25 and $35 was maintained. An amaz- 
ing number of people bought them. Men 
would scrape around, sweat and finally 
fork over the money for the kind of 
shoes they had always worn. 

Hanging in a conspicuous place on 
the wall of the private office of Mr. 
Gable is the following, which epit- 
omizes the policy of Marshall Field & 
Co. with respect to shoes: 


“SHOES 


“Men’s feet differ as much as their 
faces. Upon this simple physiological 
fact, overlooked by many makers and 
sellers of shoes, we have built one of 
the leading retail shoe businesses of 
the world. Every shoe we sell has been 
created to serve the actual need of a 
certain type of human foot. Many a 
man can wear one of several lasts and 
be fairly well satisfied until he dis- 
covers the exact last that was origi- 
nated to fit his foot. Then he comes 
back year after year—where else could 
he get the same shoe? Whatever his 
particular last may be, any one of a 
score of variations, he can find it here 
in just the type of shoe he wants at 
all seasons. The very best shoe knowl- 
edge we have acquired through years 
of cumulative experience in the highest 
class of custom-made work, is embodied 
in all specifications to our manufactur- 
ers and finds expression in our shoes.” 





Stagecraft in Shoe Windows 


[CONTINUED FROM PAGE 31] 


It is the comparatively recent and 
growing appreciation of the importance 
of planning window displays that focus 
attention on the shoes that largely ex- 
plains the present trend toward a 
pleasing simplicity in shoe windows, in 
contrast to the labored confusion that 
used to be almost the general rule and, 
unfortunately, still persists in the case 
of a great many stores. It is hardly 
to be expected, of course, that every 
shoe store can succeed in creating win- 
dows which can be regarded as perfect 





examples of the display man’s art. But 
since simplicity is one of the elements 
that contributes in a great measure to 
successful displays, it is apparent that 
reasonably effective windows are by no 
means beyond the reach of the average 
retailer. 

Good taste costs nothing, but can be 
acquired by almost anyone who is will- 
ing to devote a fair amount of thought, 
study and patient experimentation ‘to 
the problem. Since the results are of 
such great importance and can have 
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such a far-reaching effect on the suc- 
cess of the business—effects that will 
be reflected in the balance sheet at the 
end of the year—surely the subject is 
worth the time and trouble. 

The so-called dramatized type of 
window display reaches its highest 
form of expression, so far as shoes are 
concerned, in windows that feature 
fashion footwear for women. In the 
case of fine quality footwear, when the 
purpose is to convey a combined mes- 
sage of style and quality, the elements 
of restraint and simplicity mentioned 
above are doubly essential. In design- 
ing windows of this type it has been 
demonstrated that best results are ob- 
tained when we do not to try to show 
too many shoes. A few pairs, carefully 
arranged in an environment that re- 
flects the atmosphere of quality, lend a 
tone of class and distinction which 
subtly conveys the impression of class. 

We illustrate this week three 
women’s shoe displays featuring qual- 
ity footwear, each of which is success- 
ful in its own way in dramatizing the 
role that fine footwear plays in fash- 
ionable dress and in gracious living. 
The window from Bergdorf-Goodman, 
New York, is of special interest be- 
cause it dramatizes shoes literally as 
well as figuratively and illustrates the 
point made by Mr. Bel Geddes that in 
such a display, the actors, namely, the 
shoes, should be in the forefront of 
stage setting. The curtain effect, with 
the room in the background, was very 
striking and unusual. 

The window from Flah & Company, 
of Syracuse, combined costumes, mil- 
linery and accessories with the shoes, 
but the ensemble served to demonstrate 
the use of the particular types of shoes 
featured, with the kind of costume for 
which they are intended. Thus it gave 
an added selling appeal to the display. 
The Saks Fifth Avenue window was 
one of a series of very striking shoe 
windows by this store in which minia- 
ture shoes were shown, and it repre- 
sents a type of display entirely dif- 
ferent in conception from the other 
two, yet equally effective from the 
standpoint of showing merchandise 
that combines quality with the appeal 
of fashion. 





Visit Selby Factory 


PORTSMOUTH, OHIO. — The annual 
visit of M. M. Marler and his son, Wil- 
liam Marler of Auckland, New Zealand, 
who represent the Selby Shoe Co. in 
Australia and New Zealand, was made 
to the Selby plant early last week. 
They came for the new line of samples 
which sell in the Antipodes six months 
later than in the United States. They 
have been making an annual visit to 
the Selby factory for a number of 
years. 

F. F. Anderson, superintendent of 
the Canadian plant of the Selby Shoe 
Co., located at Toronto, Ontario, visited 
the home factory recently to look over 
the new Spring samples which will be 
in the hands of the salesmen within a 
short time. 








See 
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Success Story 
of the Brown Concentration ~== 











OU can’t argue with the cold facts in the 


ledger. It turns a deaf ear to theories, 


guess-work and mere opinion. It is the history 


TURN THIS PAGE 
book of what actually happened, not of what TO THE LEDGER 


someone says has happened or thinks or HISTORIES © © 


hopes will happen. 
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Hold No Fee 


Executive Committee Sets Jan. 6-10 as Dates, Follow- 

ing Decision to Abandon Shugg Plan Due to Lack of 

Membership Support—Statements by John J. Holden 
and Roger A. Selby 


NEGOTIATIONS which have been in progress for 
many weeks between the National Boot and Shoe Manu- 
facturers Association and the National Shoe Retailers 
\sscciation, in an effort to adjust the vexatious conven- 
tion and style show problems in a manner satisfactory 
to both branches of the industry through the so-called 
Shugg plan, came to an abortive end this week, when 
the N.S.R.A., through its manager, John J. Holden, 
announced that the retailers had decided to withdraw 
from the Shugg plan and hold their convention in 
New York, January 6-10, inclusive. 

The controversy dates back to the approval of the 
Code of Fair Competition for the Shoe Manufacturing 
Industry, submitted to the NRA and 
approved by the President, contained a clause pro- 
viding that manufacturers who paid a fee to exhibit 
at shows other than those conducted by the National 
Boot and Shoe Manufacturers Association would be 
deemed violators of the Code. 

This provision apparently put an end (for the dura- 
tion of the Code) to the shoe exhibitions which the 
N.S.R.A. has held for many years in connection with 
its annual convention, at which manufacturers were 
charged a fee for exhibition space. Its inclusion in the 
Code led to protests from the N.S.R.A. and other 


organizations which have followed the practice of hold- 


which, as 


ing similar shows. 

Following discussions between the manufacturers 
and retailers, there emerged early last Summer the 
Shugg plan, under which it was proposed that the 
manufacturers should hold their show in St. Louis 
next January as already arranged, the N.S.R.A. should 
hold its convention at the same time and place, and, 
to compensate in some measure for the loss of revenue 
suffered by the N.S.R.A. as a result of the discon- 
tinuance of its own show, manufacturers should agree 
to become paid associate members of the National Shoe 
Retailers for a period of three years. 

Both associations endorsed this plan in principle and 
an effort was made to make it effective by signing 
up the manufacturers for the associate memberships 
in the N.S.R.A. Many shoe manufacturers welcomed 
the idea as a solution of the style show difficulty and 
a considerable number agreed to become members, 
but the number was insufficient to guarantee the 





N.S.R.A. the amount of revenue which its directors 
thought the association should receive, in return for 
its compliance and cooperation. Because of the in- 
ability to obtain a sufficient number of associate mem- 
bers, the Shugg plan appears to have fallen through. 


Statement by John J. Holden, Manager N.S.R.A. 


In announcing the action of the N.S.R.A. directors, 
Manager John J. Holden said: 

“At a meeting of the Executive Committee of the Na- 
tional Shoe Retailers Association, held Friday, Oct. 5, 
at the Waldorf-Astoria Hotel, New York City, it was 
decided to hold the National Shoe Retailers Conven- 
tion in New York City, Jan. 6 to 10, 1935. 

“Retailers will inspect advance Spring and Summer 
footwear at showings made by manufacturers in 12 of 
the city’s largest and finest hotels, and all branches of 
the industry may participate. 

“This convention is under the exclusive management 
of the National Shoe Retailers Association, and there 
will be no exhibit fee charged by the association. Res- 
ervations can be made by writing the headquarters of the 
association as follows: John J. Holden, manager, Na- 
tional Shoe Retailers Association, 3022 Empire State 
Building, New York City. 

“Preliminary plans for a joint convention and shoe 
exhibit between the National Shoe Retailers Associa- 
tion and the National Boot and Shoe Manufacturers 
Association were discarded by the National Shoe Retail- 
ers Association at this executive meeting, and the 
unanimous decision was to retain independence of re- 
tail action. 

“It was stated that the arrangements had been can- 
celed because the Shugg plan had not been acceptable 
to a minimum of 200 manufacturers necessary to its 
performance. 

“The National Shoe Retailers Association has, during 
the past 18 of its 24 years, conducted the major annual 
shoe exhibits and conventions for the shoe industry. 
In St. Louis in January, 1934, 756 exhibit spaces were 
occupied, and 8100 hotel guests registered.” 

In discussing the severance of joint style show con- 
ventions plans, Mr. Holden said: “Freedom of action 
is an inherent right all associations must fight for, if 
they wish to continue truly representative and useful 
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Convention in New York 


to their members. That freedom was in jeopardy 
through no fault of the National Shoe Retailers Asso- 
ciation. The association, therefore, by unanimous vote 
of the Executive Committee present, resolved: 

‘That the National Shoe Retailers Association hold 
its twenty-fourth annual convention in New York City 
on Jan. 6 to 10, 1935. 

“*That no exhibit fee be charged by the National 
Shoe Retailers Association, and that we live strictly 
within the provisions of the code, set up in the Code of 
I’air Competition for the Boot and Shoe Manufacturing 
Industry.’ 

“We. the National Shoe Retailers Association, en- 
tered into a proposal with the National Boot and Shoe 
Manufacturers Association, the intended arrangement 
being that in view of the Style Show Clause of the 
Code of Fair Competition for the Boot and Shoe Manu- 
facturing Industry, a cooperative show would be run 
by the National Shoe Retailers Association and the 
National Boot and Shoe Manufacturers Aséociation 
pursuant to the ‘Shugg’ plan. Because of default 
by the National Boot and Shoe Manufacturers Associa- 
tion in failing to meet the requirement of the ‘Shugg’ 
plan—200 memberships in the National Shoe Retailers 
Association (even after several extensions of time the 
final number of memberships totalled only 81)—and 
because further of an intention manifested by the Na- 
tional Boot and Shoe Manufacturers Association to 
charge fees to exhibitors which the National Shoe Re- 
tailers Association considered exorbitantly_high, it was 
necessary to abandon the plans for the proposed joint 
show. 

“We have endeavored to arrive at a method of repre- 
sentation and financing which would have avoided the 
severance of partnerships. As a sovereign association 
we would not tolerate being ‘pushed into a corner,’ 
that would give us the position of a ‘servant in the 
house of industry’ instead of a member of the family 
of industry striving to cooperate under the law. 

“We asked for partnership in the venture of con- 
vention-exposition, for though it is true the manufac- 
turers show shoes in sample rooms, the real worth of 
any show is in the number of merchants who attend 
and are receptive to new ideas and new merchandise. 

“To give to the Manufacturers Association the right 
to assess a higher fee than at any annual show of re- 

cent years is to place an added burden not only on the 
individual manufacturer but also on the retailer who 
eventually pays for all the costs of production includ- 
ing style shows. On the point of a fair fee for exhibits, 
we came to a separation—the Code never intended a 
monopoly for profit. For 18 years of our 24 we have 
managed shoe shows at costs in line with the times and 
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TIME TABLE OF ACTIONS 


Oct. 3, 1933—Code of Fair Competition for the Boot 
and Shoe Manufacturing Industry approved: 


ARTICLE Vill—Section 6—STYLE SHOWS 


Style shows, Shoe Fairs, and Exhibitions have been 
found to be numerous and costly to the industry. Par- 
ticipation by paying a fee to the sponsors or promoters 
of such affairs shall constitute a violation of this Code, 
except meeting in St. Louis in January, 1934, and ex- 
hibitions under the direction of the National Boot and 
Shoe Manufacturers Association with no obligation on 
the part of any manufacturer to participate. Nothing 
contained in this paragraph shall be construed as pre- 
venting regional meetings or conventions where no fees 
to the manufacturers are charged or contributions re- 
ceived from them. This section shall not be evaded by 
provisions for Associate or Sustaining Memberships, ad- 
vertising in programs, or in any other manner whatso- 
ever. 


Jan. 6, 1934 National Shoe Retailers Association holds 
Annual Convention and 17th Annual Buying Show. 
Jan. 23, 1934 President Mittelman, N.S.R.A. wires President Selby, 
N.B.S.M.A. expressing desire to "get-together" on Style Show 

Plans for 1935. 

April 14, 1934 National Boot and Shoe Manufacturers Conven- 
tion and National Seasonal Opening announced for January 
7th to 10, 1935 in St. Louis. 

July 10, 1934—Executive Committee of N.S.R.A. and officers of 
N.B.S.M.A. propose Shugg Plan of Associate Membership by 
manufacturers in Retail Association as basis for Joint Con- 
ventions in St. Louis. 

Aug. 15, 1934 Date set for completion of associate membership 
drive—a minimum of 200 non-voting associate members paying 
$100 per year for three years—Several extensions of dates 
follow. 

Oct. 5, 1934 Executive Committee of N. S. R. A. unanimously 
vote to cancel Shugg Plan through failure of membership 
drive. Announce National Shoe Retailer Convention and 
No-fee basis for exhibits for January 6, 7, 8, 9, 1935, in New 
York. 


23rd 





now because of what appears to us to be a deliberate 
disregard for exhibitors and cooperators, the National 
Shoe Retailers Association finds it necessary to aban- 
don plans for a cooperative show and to give the only 
National Retail Show in New York City on Jan. 6 to 
10, 1935.” 


Statement by President Roger A. Selby of the National 
Boot and Shoe Manufacturers Association 


In commenting on the withdrawal of the N.S.R.A. 
from cooperation under the Shugg plan, President 
Roger A. Selby, of the manufacturers association, said: 

“The shoe industry generally was tremendously 
pleased, when an apparently satisfactory formula was 
devised for compromising the old difference of opinion 
between the National Boot and Shoe Manufacturers As- 
sociation and the National Shoe Retailers Association 
with respect to the holding of style shows. While this 
plan, commonly known as the Shugg plan, involved 
important concessions on the part of shoe manufac- 

[TURN TO PAGE 47, PLEASE] 
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Uhl [LhMWEG| SHTOCS 
In the field of fine, high-grade 
shoes for men, there exists no 
place for inferior materials or 
cheap substitutes. 
It is not surprising therefore 
to find Genuine Barbour 
Stormwelt in the fine shoe 
illustrated here, made by-- 
‘THOMPSON BROS.SHOE (< 














IBARBOUR WELTING COMPANY 


BROCKTON, MASS. 
In England—WELTING LTD.—Leicester 
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What's Doing In the Shoe World 
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Rockford Shoe Men Meet 





RockKForD, ILL.—Above a photo taken 
of the recent meeting of the Rockford 
Shoe Club. This club was founded 
for study and is conducting a course 
in Shoe Fitting to last ten weeks. A 
local chiropodist, Dr. Carl Bain, was 
responsible for the idea and arranged 
the school and obtained the speakers. 
The response was exceedingly gratify- 
ing to everybody concerned and there 
has been a capacity meeting every 
Monday night. 


The Club elected William Johnston, 
for 41 years a shoe salesman here in 
Rockford, as president; Sam Teper, 
Mgr. of Weise’s Shoe Department, vice- 
president; Arthur Johnson of the Du 
Barry Shoe Store, treasurer, and 
Arthur J. Westerberg of Stewarts, 
secretary. It is hoped that this will 
become a permanent organization for 
continued study and sociability. An ex- 
cellent club room has been fitted up at 
309 Mulberry Street. 





Shoe Retailers 
Closing Ordinance Held Void 


BUFFALO.—The city legal department 
has ruled that the proposed municipal 
ordinance sponsored by the Buffalo Shoe 
Retailers’ Association which would pro- 
hibit local shoe retailers from remain- 
ing open after 7 P. M. daily except Sat- 
urday, except for limited periods prior 
to Easter and Christmas, would be un- 
constitutional. 

The decision was given to the City 
Council considering adoption of the or- 
dinance, support for which had been 
assured by the mayor. The city law 
department expressed the belief such a 
restrictive measure would not be upheld 
by the courts because it would place a 
severe hardship on legitimate business. 

Department stores operating foot- 
wear departments opposed the measure, 
claiming it would force them to close 
the shoe sections on evenings other than 
Saturdays, upon which they might open. 
‘The City Council indicated the measure 
probably would be tabled. 





DATES TO REMEMBER 


National Shoe Retailers Association An- 
nual Convention, New York City, 
Jan. 6-10, 1935 
National Seasonal Opening, National 
Boot and Shoe Manufacturers Asso- 
ciation, St. Louis, Mo.....Jan. 7, 8, 9, 1935 
Northwestern Shoe Retailers Regional 
Association Annual Meeting, Hotel 
Radisson, Minneapolis, Min., 
Jan. 13, 14, 15, 1935 
Michigan Retail Shoe Merchants An- 
nual Convention, Hotel Pantlind, Grand 
Ce ere Jan. 20, 21, 22, 1935 
Middle Atlantic Shoe Retailers Associa- 
tion (city to be announced later), 
Jan. 21, 22, 23, 1935 





September Sales Up 


Des MOINES, IowA.—A 25 per cent 
increase in the volume of business for 
September has been shown by the ma- 
jority of stores in the Panor group, 
according to J. Corcoran, manager. 
Twelve stores in Iowa, Minnesota and 
Nebraska comprise their group. 


This increase has been due to a gen- 
eral upward trend, and not any in- 
tensive promotion, according to Mr. 
Corcoran. High-heeled oxfords in 
crushed kid with patent leather trim, 
also black suede with patent trim have 
proved most popular individual sellers 
in the Arant Shoe Co. store, 710 Wal- 
nut Street, where Mr. Corcoran has 
been making his headquarters for the 
past few months supervising the sell- 
ing. Another big seller has been a 
sport oxford with kiltie tongue. 

Brown is the leading color—in fact, 
brown has had one of the biggest Fall 
seasons in his experience. The season 
for evening shoes has started with the 
opening of the colleges in this section, 
and the demand has been good. 

In the Arant store hosiery is sold 
consistently with the shoes. Now $1 is 
the volume price for silk hose, a higher 
figure for the average than for the 
past few years. Every indication is 
for a successful October. 





Byck on Peachtree Street 


ATLANTA, GA.—After 49 years of con- 
tinuous operation, the Byck shoe store 
on Whitehall Street closed its doors to- 
day. All business in the future will be 
done from the newly opened Peachtree 
Street store of. the company. 

The building will, however, continue 
to be leased to a shoe firm, Edison 
Brothers having re-leased it for the Burt 
Shoe Store, which will move in as soon 
as remodeling has been completed. Posts 
down the center of the store are to be 
removed, and arch supports put in to 
hold up the second floor of the building, 
and a new store front is to be con- 
structed, it is understood. 





Texas-Oklahoma Convention 


Fr. WortH, TEX.—The annual con- 
vention of the Texas- Oklahoma Shoe 
Retailers Association will be held at the 
Texas Hotel in Fort Worth, Tex., Feb. 
4, 5 and 6, according to W. A. Harris, 
Fort Worth, president of the associa- 
tion. 

Glenn D. Jones, manager of the Flor- 
sheim Shoe Store here, has been ap- 
pointed general chairman of the con- 
vention arrangements and Alex Hessel- 
son, of the Fair, vice-chairman. The 
Southwestern Shoe Travelers Associa- 
tion will convene at the same time as 
the retailers. 











STYLISH SHOES 
FOR GROWING GIRLS 





Smart $4.00 Retailers, 
with a profitable mark-up 
Write for illustrated folder of complete line 
IN-STOCK SIZES 
AAA, 4-9; AA, 4-9; A, 4-9; B, C, 3-9 






The Bellevue 
#2090 | 
Brown Elk Blu Ox- | 
ford, Kiltie tongue | 
and_ strap, leather | 
viscolized sole and 
leather heel with | 
rubber top. | 


The Bellevue 


#2093 


Brown Elk Kip Blu 
Oxford, genuine brown shark tip, leather 


viscolized sole and heel. 


DON’T MISS SALES FOR LACK 
OF SIZES 

We have the styles, the sizes and the 

prompt service to aid you in serving 

your customers. Every Shoe is made 

over accurate fitting lasts. 

















¥ 


Portsmouth, Ohio 





WASHINGTON, D. C. — Here is the 
smart new interior of Roxy, Inc., favor- 
ite Washington neighborhood shoe shop. 
The color scheme is rose and ivory with 
modern tubular chairs upholstered in 
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Roxy, Inc. Dresses Up 





October 13, 1934 





rose to match the general color scheme. 
All ‘stock boxes are in rose too, giving 
a very striking appearance. This is a 
splendid example of what the neigh- 
borhood store can do to modernize. 





Trade 
Literature 


New Julius Grossman 
Catalogue Received 


Congratulations to Julius Grossman 
for their well designed new “Personal 
Prescription” Catalogue, showing a 
complete line of shoes for men and 
women and boys and girls. It is bright 
and timely, and presents the complete 
Grossman line in an attractive and 
orderly fashion. 


Fall Catalogs Issued 


Teeple Shoe Co. of Waupun, Wis., 
has issued an attractive new catalog 
covering its Fall line of shoes for boys, 
in addition to a catalog featuring the 
men’s line. Both of these catalogs are 
printed and illustrated most attractive- 
ly, and show the shoes comprising the 
Fall and Winter lines in colors. 


Store 
Changes 


Opens Singer's, Inc. 


DETROIT, MicH.—New shoe store has 
been formed at Bay City, under name 
of Singer’s, Inc. The company is headed 
by Morris M. Singer, 1611 Seventh 
Street, and specializes in ladies’ shoes. 


Adds Orthopedic Line 


New HAvEN, CONN.—Samuel’s Shoe 
Shop of 151 Temple Street has re- 
cently added the Ground Gripper line 
of shoes to his present stock of Canti- 
lever, Physical Culture and Dr. Kahler 
brands. Samuel’s is operating under 
the “Foot Health Headquarters” Plan. 





Opens Modern Establishment 


STOCKTON, CALIF.—H. L. Streeper 
has opened his $12,000 New Leader 
Shoe Shop, at 432 East Main Street 
here, to specialize in ladies’ footwear. 
The establishment is modernistic in de- 
sign, and the same idea is carried out 
in the furnishings. Streeper, who is 
from Oakland, employs three clerks 
here. 





Joseph's Reorganizes 


OAK PARK, ILL.-— The retail shoe 
store of Joseph’s has been reorganized 
and a new corporation formed. This 
move was made to allow for the admit- 
tance of J. T. Grogan to the concern. 
Louis Joseph is president of the new 
corporation and Mr. Grogan is secre- 
tary. The store was originally estab- 
lished in January, 1933, and specializes 
in women’s and children’s popular- 
priced shoes. 





Hine Moves to Arcade 


CLEVELAND, OHI0O—Roy G. Hine has 
moved from 2071 East 14th Street to 
27 Colonial Arcade in the heart of the 
big business section of the city. His 
new store with club chairs is unusually 
attractive. Foot Saver shoes are fea- 
tured. 
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Shoe manufacturers who use the B. B. 








System of Finishing Upper Leathers are 
giving their retailers a better break—by 
seeking out the best finish and paying 
extra for it. B. B. Finished Shoes have a 
compelling eye-appeal which makes every 


sale easier for you to make.... More than 








THE B. B. 


OF FINISHING UPPER LEATHERS IN SHOE a 
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A BETTER BREAK for the retailer 


300 shoe manufacturers are now using the 
B. B. System. If you want to see sales 
resistance reduced to the minimum, we 
suggest that you inquire as to whether or 


not the shoes you sell are now finished by 


_ this method. . . . . . Boston Blacking & 


Chemical Co., Cambridge, Massachusetts. 


SYSTEM 
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Look for this stamp 

on all shoes made 

on “Down To The 
Wood” lasts. 





AN IMPORTANT CONTRIBUTION 
TO IMPROVED SHOEMAKING 


[A] The Saddle Insole has become an important feature 
in the construction of several makes of arch support shoes. 


[8] The use of the “Down to the Wood” principle in last 
design has contributed materially to the effectiveness of 
this feature. The last is grooved so that the insole saddle 
fits perfectly into the recessed section of the last. 


[¢] By the use of this method the saddle fits closer and 
more snugly to the foot and gives added support. Unless 
this method is used the saddle has to be skived so thin 
in order to preserve the lines of the last that it is of no 
practical value in the shoe. 





UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
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N.S.R.A. to Hold No-Fee Convention in New York 


[CONTINUED FROM PAGE 41] - , 


turers, it was nevertheless whole-heart- 
edly accepted by the directors of the 
manufacturers association. It is, there- 
fore, with the keenest regret that we 
learn from the retailers association 
that they are now withdrawing further 
cooperation with the manufacturers as- 
sociation in the joint effort to make the 
Shugg Plan effective. 

“The Board of Directors of the Na- 
tional Boot and Shoe Manufacturers 
Association not only endorsed the 
Shugg plan, but the companies of the 
board members have individually co- 
operated loyally by agreeing to become 
associate members of the retailers as- 
sociation on the basis of paying one 
hundred dollars per year each for three 
years. Following the approval by the 
board, the shoe manufacturers associa- 
tion set itself sincerely at work to 
advance the carrying out of the plan. 
A circular announcement was issued 
describing and endorsing the plan. 
Many letters were written to indi- 
viduals soliciting their cooperation and 
likewise many personal solicitations 
were made by members of the board 
and by the staff. Also several letters 
were issued over the joint signatures 
of the two associations. 

“Unfortunately, however, the unus- 
ual lack of business now prevalent in 
the shoe industry has greatly hampered 
the campaign for associate member- 
ships in the retailers association and 
up to this time it has not been possible 
to secure the entire quota of two hun- 
dred members necessary to insure the 
National Shoe Retailers Association 
the income of twenty thousand dollars 
per year for three years which they 
desire. To date more than seventy shoe 
manufacturers have signed the agree- 
ment to become associate members of 
the retailers association. If times were 
anything like normal, we are confident 
that two hundred associate members 
could have been obtained by this time; 
but in view of the marked slump in 
the shoe business now existing consid- 
erable resistance has been met with, 
tending to delay the signing up of a 
sufficient number of associate mem- 
bers. However, we were sanguine that 
this could have been accomplished be- 
fore next February, if in view of the 
existing unusual conditions patience 
had been displayed and persistent ef- 
forts to secure associate members for 
the retailers association had been con- 
tinued in the interval. Unfortunately 
at this juncture, the National Shoe Re- 
tailers Association have exercised their 
prerogative of not going through with 
the Shugg plan. 

“We believe the industry as a whole 
will understand the difficulties involved 
in securing in a short time, under 
present conditions, associate member- 
ships for the retailers association ag- 
gregating the twenty thousand dollars 
per annum required by the National 
Shoe Retailers Association. The cam- 
paign for associate members came to a 





head at a most unfortunate time. Shoe 
production had showed an upward 
trend in July and it appeared that the 
industry had turned the corner; but 
in August and September it was con- 
fronted with a serious set-back and 
for a time was menaced by the danger- 
ous situation involved in the great 
surplus of Government owned hides 
taken from drought cattle which over- 
hung the market. There was an im- 
mediate reaction in hide and leather 
prices, and shoe manufacturers were 
confronted with a serious upset in their 
plans for the present season. This un- 
healthy condition in the industry is 
believed to be only temporary and with 
an improved outlook, it was anticipated 
that a considerable block of addition] 
associate memberships could readily 
have been obtained. 

“It is of course deeply to be regretted 
that the National Shoe Retailers Asso- 
ciation has not been willing to accede 
to the additional time indicated as 
necessary for making the Shugg plan 
fully effective, especially in view of the 
fact that applications for associate 
memberships are still coming in even 
under the present temporarily dis- 
turbed conditions. 

“However, notwithstanding the un- 
fortunate circumstances outlined above, 
there will be no change in plans for 
carrying forward the National Shoe 
Display to be held by the National 


Boot and Shoe Manufacturers Associa- | 


tion in St. Louis January 7 to 10, 1935. 
Already more than three hundred dis- 
play rooms have been definitely as- 
signed to manufacturers who have 
made reservations through formal ap- 
plication accompanied by the advance 
fee.” 


Improves and Enlarges Store 


RipGEwoop, N. J. — Samuel Marcus, 
proprietor of the Ridgewood Shoe Shop, 
formerly Van Lentens, is showing his 
confidence in Ridgewood as a growing 
business center by putting in a new 
store front at 63 East Ridgewood ave- 
nue and considerably enlarging his 
store. A feature, when alterations have 
been made, will be a complete children’s 
department. 

The newly-renovated shop with its 
complete line of style foot wear, offers 
local shoppers a convenient and at- 
tractive place to purchase shoes for the 
entire family. 





Buys Interest 


DETROIT, MicH.—Julius Parker has 
taken over sole interest in the store of 
Parker Brothers at 5129 Hastings 
Street. His brother, Abe E. Parker, 
has withdrawn from the joint firm, and 
has taken the store at 9301 Mack Ave- 
nue, on the east side of the city, operat- 
ing the latter as A. E. Parker. The 
downtown store at 100 Monroe Avenue 
is being closed, and all business will 
be concentrated at the parent store on 
Hastings Street. 











85 STYLES 
IN STOCK 


to retail from 


SS 


Including autumn brown calf, 
cherrystone calf, heather grains, 
scotch grains, brown buckides, 
wine crepe soles, and the com- 
plete line of PHLEXOPEDICS ... 
with the patented floating tread 
feature. 


THE 
WALDORF 
STYLE 704 


Autumn brown calf, 
semi-brogue, brass 
eyelets, flatiron edge, 
leather heel. 


Sizes 5 to 12, AA-D. 
Style 703 . . . the 


same in black calf 
with invisible eyelets. 















For a copy of our 
latest catalogue illus- 
trating all styles, ad- 


. 


dress Dept. 7. 


THE 
BARCLAY 
STYLE 748 

in a beautiful new 


shade of wine red 
calfskin, AA to D, 
to 12. 





NM-4. Packard 


Company 


KROCKTON, 


MASSACHUSETTS 
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Forecast of Juvenile Styles 


and scheduled to meet definite promo- 
tions and to take advantage of new 
developments as they appear. 


Shoe Styles for Spring and Summer 


For school and sports wear, chil- 
dren’s sizes 8% to 3. 


PATTERNS: 
1. Oxfords, including plain toes, moc- 
casins and shield tip effects. 
2. Modified oxfords, including sad- 
dles, kilties and ghillies. 
3. Barefoot sandals and play oxfords. 


LEATHERS: 
Quality Group. 
1. Tan elk finish. 
2. White leathers—nap and smooth. 
3. Sport combinations, including 
trimmed white shoes. 
4. Grained rough leather. 


Volume Group. 

1. Elk finished leather. 

2. White leather—smooth and nap. 
3. Patent and black leather. 

4. Sport combinations. 


Preferences as to No. 1 or No. 2 to 
be governed by your local demand. 

Note: Your committee again empha- 
sizes the recommendation for flexible 
soles as the only type to use in the 
above groups, because they promote 
barefoot freedom, which is essential 
for growing feet and long-time service. 


For Misses, Sizes 3!/> to 9 
For School and Sports Wear 


When considering the misses’ size 
run, 3% to 9, note that we mean par- 
ticularly the little girl with a large 
foot, not the “modern miss.” 


PATTERNS: 

1. Oxfords, including moccasins, sad- 

dles, kilties, and wing tips. 

2. Open type ties. 

3. Sandals. 

4. Broad strap, sport types. 

Note: There is a tendency toward 
greater use of composition soles on 
sport shoes in this group. 


LEATHERS: 
Quality Group. 
1. Tan elk finish and rough leathers. 
2. White in nap, rough and smooth 
surfaces. 
3. Sport combinations. 
Note: Blue and red crushed leathers 
will be shown in limited quantity for 
high style sport shoes. 


Volume Group. 

1. Tan elk finish and rough leathers. 

2. White in nap, rough and smooth 

surfaces. 

3. Patent leather. 

Note: There is a marked tendency 
toward composition soles on _ sport 
shoes. 


[CONTINUED FROM PAGE 28] 


For Dress Occasions 
Babies' 2 to 6 


Patterns same as before with an in- 
creased demand for white in all ma- 
terials. 

Flexibility should be stressed. 


For Children, Sizes 8!/, to 3 
For the Girl, Sizes 3!/, to 9 


The conception of dress shoes is con- 
siderably broader than in the past. 
The child’s dress shoe of today is not 
limited to patent leather, but includes 
many of what might be termed semi- 
sport models yielding formality to 
smartness. While the following list- 
ing approaches shoes for the dress oc- 
casion in its narrower and former 
sense, refer for amplification to the 
sports category. 


PATTERNS: 
1. Straps and sandals. 
2. Gore pumps and step-ins. 
3. Novelty tie effects. 


LEATHERS: 
Quality Group. 
1. Patent leather. 
2. White leathers, nap, rough and 
smooth finishes. 


Volume Group. 

1. Patent leather. 

2. White leathers in nap, rough and 
smooth finishes. 


For the Modern Miss 
Sizes 3!/, to 9, up to 13/8 Heels 


More and more as seasons go on, the 
importance of the modern miss’ shoe as 
a division of the juvenile line, finds ac- 
ceptance in the industry. Lines have 
been expanded. Opportunities for buy- 
ing have been tremendously increased 
and wider choice is given the merchant 
tu round out this division of his juvenile 
department to a greater extent than 


has ever been possible. Girls of this 
age are expressing their own wishes 
and are less and less tied to the adult 
conception of what they should wear. 
As before, we refrain from making dis- 
tinct recommendations as to styles, ma- 
terials, colors, or lasts, because they 
are very likely to follow the women’s 
trend in your own particular locality. 


Junior Boys’ Sizes Up to 2 
Boys’ Sizes 2!/2 to 9 
For School and Sports Wear 


PATTERNS: 
1. Oxfords: 
Brogue, straight tips, moccasin 
and saddle types. 


LEATHERS: 

1. Elk finish and boarded leathers. 

2. Black leathers. 

3. White in nap, rough and smooth 
leathers, self or combinations. 
White shoes will advance to No. 2 
position as the season progresses. 


SOLES: 
1. Leather and composition. 


For Dress Occasions 


Sport shoes of the dressier type will 
be generally worn, including dress oc- 
casions in the Summer; the all-white, 
the black and white, and the brown 
and white shoe, with leather soles, 
should be taken into consideration, with 
the black calf oxford or the patent 
leather oxford limited. 

Note: It is suggested that a presen- 
tation of sport and Summer dress pat- 
terns should be made early, preferably 
before Easter, in order to lengthen the 
season for these types. 

JUVENILE STYLES COMMITTEE, 
Morris J. YOSKIN, Chairman 
SCHUYLER G. HARRISON, 

Acting Chairman 





Report on Volume Styles 
Women’s Shoes, Spring, 1935 


The committee on volume shoes for 
women reported as follows: 

Following the comprehensive report 
of the style committee, we would sug- 
gest that simplicity be the keynote of 
this volume report, in order to syn- 
chronize with the average purchase 
plan of the country-wide retailer. 


LASTS 
Narrow, medium, and modified toes 
continue to lead. 
Full toes will sell in some sections. 
Note: Attention is called to greater 
necessity for improved fitting qualities 
in lasts. 


HEELS 

Heights: 

12/8 to 16/8 on sports, spectator, and 
corrective types. . 

17/8 to 21/8 on novelty afternoon 
and evening shoes. 

Note: 17/8 to 19/8 constitute greater 
portion of this volume. 


Shapes: 


Cuban. 
Continental. 
Louis. 
[TURN TO PAGE 50, PLEASE] 
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W'S 








knows the selling power of 


MOHAWK CARPET 
as a frame for its shoes 


HE list is growing... and growing fast . . . of smart, 
oe shoe merchants who realize the selling 
push of Mohawk Carpet on their floors. It sets off their 
shoes, gives their stores an air of luxury and success. 
Makes shoes sell faster. 

Mohawk makes carpets in all domestic weaves— Che- 
nille, Wilton, Axminster, Velvet and Tapestry—and sev- 
eral grades of each weave—so you're sure to find exactly 
what you need both in quality and price. And because all 
Mohawk Carpet is woven of pure long-fibered virgin 
wool, and dyed with fast color dyes, it wears extremely 
well and will not fade. 


Let a Mohawk Carpet Specialist help you select the 
right weave, grade, pattern and color for your store— 
at the price you want to pay. This Advisory Service is 
FREE—and entails no obligation. Address the near- 
est Mohawk Office, or Mohawk Carpet Mills, Contract 
Carpet Department, 295 Fifth Ave., New York City. 


Moh ¥ 


REGIONAL SALES OFFICES: 


Atlanta Denver Boston Des Moines Philadelphia San Francisco 
Chicago Detroit Dallas Seattle Los Angeles St. Louis 
1934, Mohawk Carpets Mills, Inc. 






LS 


PETS 












INDIAN moccasins need 
no explanation to your 
customers. Everybody 
knows they’re comfort- 
able. A soft cradle of 
leather for indoor or outdoor wear. 
Bass Camp Moccasins are authentic 
Indian models . .. made of top-grade 
leathers ... sturdy and smart. 





Here’s an ideal Christmas gift to 
boost winter profits. Bass Moccasins 
are priced right for generous mark-up. 
Made to sell from $3.00 to $4.50. 


Send the coupon for complete infor- 
mation. No obligation, of course. 





Black Water-proofed Chrome Outdoor Rangeley Moccasin Slipper. 
Available with or without Light Water-proof Sole. 





Tan Elk Rangeley Moccasin Indoor Slipper. Available with or 
without Flexible Leather Sole. 


G.H. BASS & CO. 


1410 Main Street Wilton, Maine 





G. H. BASS & COMPANY 
1410 Main St., Wilton, Me. 


Gentlemen: Without obligation, please furnish 
me complete information about Indian slippers. 
Show me how I can make extra profits this 
Christmas. 
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INDIAN COMFORT 
FOR 
CHRISTMAS 
PROFITS 
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Window by The Stetson Shoe Shop of Chicago. Through an error in the caption in the September 29th issue, this fine window 


display was credited to another firm. 
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Sales Spurt in New Store 


CINCINNATI.—The Potter Shoe Com- 
pany is enjoying a very decided in- 
crease in business since their removal 
to their new location, according to offi- 
cials and managers of the various de- 
partments. “Opposite the Fountain” 
is the slogan advertising their new lo- 
cation, since every person who knows 
anything about Cincinnati knows that 
the Tyler-Davidson fountain, one of 
the most beautiful fountains in the 
world, stands on the esplanade in the 
heart of the city. 

Harry Gordon, buyer and manager 
of the combined Sorority Shoe Salon 
and misses’ and children’s departments, 
says that the number of pairs of shoes 
sold per day far exceeds the number 
sold per day in the old location. The 
100 chairs in his department will not 
accommodate the patrons on Saturdays, 
many being compelled to wait for 
empty chairs. 

“Sorority Girl shoes most in demand 
for dress,” Mr. Gordon stated, “are 
pumps in crushed calf. In boys’ shoes, 
leathers, elk and shark tip oxfords at 
$4 and $5. Misses’ shoes are patent 
leather for dress and Buffalo oxfords 
for school.” 


Findings Firm in Larger Quarters 


NEw YorK.—Since Oct. 1, Progres- 
sive Findings Co., Inc., have been lo- 
cated at their new and larger quarters 
at 195 Church Street, corner Duane 
Street. 

Beside their full line of shoe findings, 
supplies, and slippers, the Progressive 
Findings Co., Inc., carries a complete 
line of infants’ prewelts, children’s, 
misses’ and growing girls’ welt and Mc- 
Kay pumps and oxfords; and in their 
new home will be better situated to 
take care of this steady-growing shoe 
business. 

The officers of the company are Louis 
Heller, president, and Max Abramson, 





secretary and treasurer. Mr. Abram- 
son is one of the original founders of 
the company, which started business 
in 1919. 





Signposts to Progress 
[CONTINUED FROM PAGE 21] 


saying, ‘I just can’t pay $8 to $11.50 
for shoes.’ Now the problem was, were 
we going to let those customers walk 
out of the store or were we going to 
supply them with lower priced shoes.” 

He solved it by adding a good line 
of shoes to retail at $7.50. He found 
that he could hold his customers with 
these shoes. Now these customers are 
coming in saying, “Show me those 
shoes I used to wear,” and invariably 
they go out with a pair of top grade 
shoes like they formerly had purchased. 

Here is another angle. Mr. Pidgeon 
says that he has 25,000 customer cards. 
During the past five years it is seldom 
that a customer has on a pair of shoes 
purchased from Pidgeon’s when they 
come back to buy. Nearly every card 
shows a jump of a year, while per- 
sonal observation shows that in the 
meantime they have bought a pair of 
cheaper shoes. 

The big point is this. These people 
came back after wearing out their 
cheaper shoes. 

“I have worked hard selling shoes 
for 47 years,” declared E. P. Elitharp 
of Watertown, N. Y.,” and I do not see 
how a retail shoe dealer can hope to 
exist without selling good shoes and 
without giving expert shoe service. I 
do know that we retail shoemen must 
keep the quality up if we are to con- 
tinue in business. A little incident which 
happened only yesterday, verifies this 
statement. A doctor customer of ours 
who had always worn one of our $12 
shoes, came in asking for a $5 shoe. I 
fitted him to the shoes he requested, 
then without saying what I was doing, 
I put on a pair of the make he had 
always worn. He knew what I was 


doing and after walking around for a 
second, looked up and said: “There is 
a difference, isn’t there? I’ll take my 
regular shoes.” 


Report on Volume Styles 
[CONTINUED FROM PAGE 48] 
PATTERNS 


Oxford, 4-eyelet and higher. 

Ties, 1-eyelet, 2 eyelets and 3 eyelets. 
Pumps. 

Sandals. 

Straps. 

Ghillie. 


Note: As season advances, sandals 
will grow in importance, probably as- 
suming first place in late Spring and 
early Summer. 

Attention is called to Developments 
in each of these classifications listed 
in high-style report. 

Attention is again called to necessity 
of proper fitting qualities in some of 
the newer pattern developments, par- 
ticularly those involving large cut-out 
or open areas. 

Attention is called to perforations. 


COLORS 
Black. 
Blue or Brown, depending on locality. 
White. 
Note: Attention is called to the fact 


that the demand for white shoes has 
come earlier each successive year. 


Note: Attention is also called to com- 
binations, but caution is advised. 
MATERIALS 


Smooth kid and calf. 

Crushed calf and kid. 

Patent. 

Fabrics (increasing in importance as 
season advances). 


TREATMENT 
Refer to Style Committee Repert. 
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@ AIR-TRED’S unique cooperative advertising campaign IN YOUR 
@ TOWN invites YOUR TOWNSWOMEN to take the 20 most important 
steps in their lives..IN YOUR STORE! 


@ In every part of the country shoe merchants 





are enthusiastic regarding Air-TRED’s Exclusive 
Dealer Franchise plus the generous cooperative 
arrangement between merchant and factory that 
makes possible new low costs in advertising and 









merchandising helps. Write for complete details. 
AULT-SHACKFORD SHOE CO., AUBURN, MAINE. 









prove that the sew fim. 
Teens are the greatest , 
Shoe News in years. + 







Sa sceaeype. 





























Here, in miniature, are five ads from Atr- 















Trep’s “20 Steps” campaign — one of the Three outstanding patented features make the new AIR-TREDS easier 
most original and appealing shoe campaig to sell: 1. The springy, buoyant Air-Tred Air-cell Cushion makes every 
in years. But note, too, that each ad sells step like “Walking on Air.” 2. The Air-Tred Arch Pillow fits gently 
Arr-TREp features. This is hard-selling, reason- under the arch, giving comfortable and healthful support to this vital 
why copy applied with the brush of human- part of the foot. 3. The Air-Tred Air-cell Cushion in the heel helps 
interest! absorb the shocks of walking on hard surfaces, of prolonged standing. 
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AT I. MILLER | 






was « dream of the entire Shee Prelession 
yeats. Physicians have urged ic. The press of the country hes 
ued fr Women ll oe tht word have begged fr 


But I. Biller te first to reallg de tt ... fsa w make 
this dream of the fashion Shoe Industry come true. 1. Miller... 
4 , a8 always, in Shoe Fashions . . . is first, again, to bring to the 

‘women of the world’s Service they have been looking for, but have 
never found until now...2 new FIVE-FEATURE FITTING SERVICE. 


- &. Miller raises shoe-fiting from just a job...te 
@ profession, Every man who serves you now at |. Miller has 
had an extensive course in Foot Anatomy and Sales Psychology . . . 
supervised tripd through Shoe Factories and Leather Tannenes...shoe 
be pth Sesaiiel. eaten S thas passed 
rigid examinations t0 qualify for our Degree of Maseer of Fictinig. 
There ls a new manner at I. Miller. We have gooe 0 
many large universities in our efforts to augment our staff with men of 
high incelligence sod unusual culture. You will see many new faces 
when you visit 1. Miller now. You will mocice chat high présuure 
selling ts gone. Ve. its place, you will find » gracious, leisurely service 
which we feel you will welcome and enjoy. Our Maser Fiers do 
not work on Commission. They seceive liberal salaries. There is 
no longer any necessity of forced selling. ie is not permimed a 
1. Miller, under our new piso. 

Each man Is pledged to « definitely new order 

of Serotece . . . one that it will be difficult for you w find any 

place clos io the world . . « @ Service which features bons Side 
“MASTER FITTERS OF BEAUTIFUL SHOES.” 








OF INTENSIVE TRAINING sed hove eared 
this DEGREE of MASTER OF FITTING. 


You WeuULDIVT ALLOW 
Unersiged wen to care for your cecth .. . 
‘Unerumed men to prescribe for your heskth 
Unerained openers to cut or were your her 

YET—Pem YEARS 
Liew seaed nam here been sikowed to it your show, 





“N@ MORE SHOE SALESMEN” ls FEATURE | of cur 


o-Feature Fitting Service 


vRATURE 2 ‘We, sow, measure both feet in 2 new wey with our excilsive 
TWIN-FITTING DEVICE ... the |. MILLER “MEASURIGHT.” 





PRATURS 3c: We, now, have o LAST TO PIT EVERY FOOT... excepe those 
which require the sctennion of « doctor. 


FEATURE 4>> ‘We, now, have » FITTING SPECIALIST is each sote, for pro 
fetsiond coasultatioe on unusual shoe problems. 


PERATURE 5 ‘We, now, are the FIRST STYLE SHOE HOUSE ia New York 


to install FOOT X-RAYS in oll our sores to give you positive, 
viewal proof chet; Oar Bestifel Shan Pi As Wel As Pla” 


OUR PROMISE! — To Give You Always: “Happy Feet in Beautiful Shoes” 


I. MILLER 





= Rew cat hoe 


Ht See 


40 W. Beh me 
on eam 











[ soors ann seenie (BBR = rarcran core] ee 





THERE are too many consumers who are ‘every- 
body’s customers,’ ” states Maurice Miller, in describ- 
ing the most recent and most daring of I. Miller 
promotions. “It is roughly estimated that 70 per cent 
of women consumers have ‘no preference’ as to where 
they buy their shoes. If we accept this estimate as 
being correct, and there are ample indices to support 
such a statement, then we have no choice but to come 
to the conclusion that we have not been doing our job. 

“Having come to that conclusion, we are faced with 
a problem—How are we to make I. Miller not ‘just 
another shoe store’? How are we to make each one 
of the I. Miller salesmen not ‘just another shoe sales- 
man’? What are we going to do to influence the 
woman consumer to at least try us first, and after 
she has been introduced to the House of I. Miller, what 
are we going to give so that she will come again? Our 
‘Five Feature Fitting Service,’ on which we have worked 
for over a year, we feel, is the answer.” 

The I. Miller Five Feature Fitting Service is best 
described by the following copy in the full-page insti- 
tutional ad which appeared in several of the more 
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iProfessionalizing 





The Shoe Fitter 


|. Miller & Sons, Eminent as Style 
House, Launch Powerful "Fit'' 


Promotion in a Service Endeavor 
Which May Prove Far Reaching. 


important New York papers. An ad which commanded 
instant attention and headed “To the Women of the 
World ... A POWERFUL PROMISE!”: 

“The Five Sons of That Master Shoe Craftsman— 
I. MILLER . . . Announce This New and Exclusive 
Five Feature Fitting Service. . . . 

“This is the service that thousands of women have 
been wishing for, but have never found . . . until now. 
It is their dream of complete foot comfort come true. 
For years, women have been tortured by misfitted shoes 

. their appearance disfigured . . . nerves frazzled . . . 
dispositions ruined . . . good times spoiled by shoes 
that constantly hurt their feet. Nearly 100,000 people 
each month visit Podiatrists and most of their foot-pain 
has been traced to incorrect shoe fitting. These women 
and thousands more have wished, again and again: 
‘If only I could find beautiful shoes that feel as good 
as they look!’ 


“Now, the HOUSE OF I. MILLER answers that’ wish. 
Behind the answer is a country-wide survey . . . per- 
sonal interviews with 65,000 women who wore shoes 
of all makes, all lasts, and of all prices . . . an investi- 
gation which revealed the 12 major misfitting misfor- 
tunes from which women suffer . ..-. a fortune spent in 
research, equipment, training. 

“And now, I. MILLER . . . first to bring to the 
women of the world so many revolutionary changes in 
shoe fashions, is first again, to bring to these same 
women a revolutionary change in shoe fitting and ser- 
vice . . . a change so unprecedented . . . so complete 

. and so advanced that we feel it cannot be dupli- 
cated by any other Shoe Company in the entire world. 

“1. No more shoe salesmen! I. Miller is first to 
raise shoe fitting from just a job to a profession .. . 
Night Courses in Foot Anatomy . . . Courses under a 
Foot Clinic Specialist . . . Lectures in Sales Psychology 

. Supervised Trips through Shoe Factories and 
Leather Tanneries . . . Tutelage in the Fitting of Lasts. 
Eight Months of Intensive Training! Hundreds of men 
took this course. But only 102 men passed the rigid, 
final examinations and were awarded Registered 
Licenses.” 
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NOTES from a 
Hunter’s COOKBOOK 


AUSTRALIA, Tuesday: Kangaroo flesh can 
not be satisfactorily served up by “plain 
cooking.” I sincerely promise, however, 
that even a tyro can convert Kangaroo 


into a delectable dish with this RECIPE: 


Skin a clean, freshly killed Kangaroo so as not to 
injure the epidermis, placing the skin and flesh in 
separate piles. Thoroughly season and dry the 
skin. Pound the flesh with a mallet until its fibres 
are crushed. Send the skin to America to one of 
the tanneries of the Surpass Leather Co. (Phila.), 
the Richard Young Co. (New York), or the Ziegel 
Eisman Co. (Boston). Dice the meat with native 
herbs, and boil slowly over a wood fire. Take the 
tannery’s light, strong, pliable, glazed skin and 
have men’s shoes made from it. Give the stewed 
meat away. With the profit from your quick turn 
over of the Kangaroo street or dress shoes, buy 
yourself a Maryland fried chicken with waffles. 


AUSTRALIAN TANNED IN 


KANGAROO AMERICA 
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LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 


Men, Women & Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 


pn oy Catalog 
R-7 on Request 


“COLT 
CROMWELL CO. 
1239 Broadway 
New York City 








JUSTIN BOOTS 
Famous Since 1879 
A Cont aTe Lines STYLES IN 


Riding, Cowboy and Lace Boots ) 
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for Catalog X 
H. J. JUSTIN & SONS, Inc. 











\ RIDING BOOTS 
IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 

Boots. 


Write for catalog. 





























SAGINAW, MicH.—The interior of Ed. 
Brandi’s “Dorothy Dodd” Shop here 
strikes a new note of refined modernity. 
It is a most distinctively styled in- 
terior using indirect lighting for color 
diffusion; the general tone being a light 
yellow with a soft white ceiling. All 
furniture is of chromium plate while 
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Saginaw Store Goes Modern 





shoe fixtures are of French grey. Un- 
der foot is a luxurious rug of a decided- 
ly modern design. 

Ed. Brandi who has been in the shoe 
business in Saginaw since he was 11 
years old is owner of the Dorothy Dodd 
Shop. 





"Budget Box"’ Opens 


PHILADELPHIA, Pa. — Dalsimer, 1211 
to 1215 Chestnut Street, has just opened 
a completely new department on the 
street floor devoted exclusively to an 
extensive line of $3.95 shoes for women. 
It has been named “The Budget Box.” 





Has Larger Quarters 


BALTIMORE, Mp.—The Baltimore 
Stain & Polish Company, manufactur- 
ers of polishes and stains for shoe man- 
ufacturers, has moved to new and 
larger quarters at 1 West Redwood 
Street. Formerly the concern operated 
at 123 South Charles Street. The oc- 
cupation of larger quarters has been 
necessitated by growth in business. 





New Firm Leases Department 


DETROIT.—The leased shoe depart- 
ment in the D. J. Healy and Company 
exclusive Detroit women’s store has 
been taken over by the new firm of 
McBryde-Templar, Inc. It was former- 
ly run by V. V. McBryde of the Mc- 
Bryde Boot Shop, who continues his 
shop in the David Whitney Building. 
The new corporation is formed by Mc- 
Bryde and Fred W. Templar, who was 
formerly manager of the department, 
and has now been added to the partner- 
ship. It is located on the third floor, 
and forms one of the most successful 
of the newer departments in the shoe 
field in Detroit. 


Gallenkamp Adds Stores 


_ SAN FRANCisco, CALIF.—Gallenkamp 
Shoe Company, headquartered in this 
city, has announced the opening of two 
new retail shoe stores in Seattle, Wash. 
One is at 1529 Fourth Avenue and the 
other at 1423 Third Avenue. 








New Shoe Department 


WILKES-BARRE, PA.—Morris Yelen, 
proprietor of the Ideal Shoe Stores, 
located in Pittston and Wilkes-Barre, 
has just opened another department in 
Hirsch’s. A complete line of women’s 
novelties and arch-support slippers at 
popular prices are being featured in 
this department. Children’s shoes are 
also being featured. Ladies shoes are 
priced from $1.98 to $4.95. 

Mr. Yelen, who has been in business 
for the past six years for himself, has 
made a large number of friends. 





Ninth Mailing Store Opens 


CHICAGO, ILL.—Mailing Bros. have 
opened their ninth branch in Chicago. 
This newest store is located right in 
the heart of the popular-priced chain 
shoe store sector in the 100 block South 
State Street. This new store is most 
modern in every department. It has 
850 fitting chairs, with two-thirds of 
them in the $1.95 basement salesroom. 
The store is air-cooled and conditioned 
throughout. 

On the street selling floor all shoes 
are sold at the one price of $2.65. Both 
selling floors have large hosiery, bag 
and glove sections, each one of which 
requires’ the services of eight sales 
girls. Tremendous crowds swarmed the 
store the opening week. 


New Store at Akron 


AKRON, OHIO—Gus Yeck and Ralph 
D. Patrick, both veteran shoe men of 
this city, have opened the Foot Care 
Boot Shop, Inc., in the Tower Bldg. 
They will offer Foot Saver and Dr. 
Locke shoes. 
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for Boysa IGirls 


POLL-PARROT SHOES 


The Nation’s Favorite Line of Juvenile Footwear 





Poll-Parrot Shoes are built to 


our standards of all-leather 





quality. We make them in a 
wide range of styles, stock 
them in widths. The shoes 
are made right. They fit and 





wear. It is a good line to 


buy and sell 








ROBERTS,JOHNSONS RAND 


Branch of international Shoe Co. 
ST. LOUIS, MO. 
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Obituary 


Bert W. Hopkins 


BELLAIRE, OH10O—Bert W. Hopkins, 
aged 60, well known retail shoe dealer 
here, who operated on the main street 
for more than 15 years, died in a Colum- 
bus hospital recently after a short ill- 
He is survived by his wife. The 


| body was taken to Bellaire for funeral 


Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Soles...0-3 
intermediates ....... 1-5 
Flexible Hard Soles. .2-8 
Send for In-Stock | 
Catalog | 
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St. Danvers, Mass. 
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Manufactured by 
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Fall Fashion Opening 


LONGVIEW, WASH.—A street parade 
and unveiling of windows marked the 
Fall Fashion Show and Grand Fall 
Opening of stores in this city on the 
evening of Sept. 15. 


| fifty years. 


services and burial. 





W. H. Wian 


LEWISTOWN, Pa.—W. H. Wian, who 
in 1888 founded Wian’s Shoe Store of 
this city, died Oct. 1 in the Lewistown 
Hospital after a short illness. 

Mr. Wian was a business and civic 
leader in Lewistown for many years, 
a director in Russell National Bank, a 
member of the Chamber of Commerce 
and a charter member of the Lewis- 
town Board of Trade. He was also 
active in the Lewistown Improvement 
Co. 

He leaves his wife, two daughters 
and five sons, three of whom have been 
associated with him in the shoe busi- 
ness and will continue it under the 
name of Wian’s Shoe Store. 





James E. Scroggy 


INDIANAPOLIS, IND.—James E. Scrog- 
gy, age 73, died Sept. 31, at his home 
in this city, 405 East Fifteenth Street. 
Death was caused by cerebral hemor- 
rhage. 


Mr. widely known 


Scroggy was 


| throughout the Central West, having 


been in the shoe business for more than 
He was born in Frank- 
fort, Ind., in 1861, and began selling 


| shoes in the early eighties, later estab- 


lishing his own shoe factory. He had 
also operated a factory at Wabash, 
Ind., and retail establishments in La- 


| fayette and Fort W/ayne, Ind. During 


his life he represented some of the 
largest shoe manufacturers in the coun- 
try. He retired in 1931. He was a 
member of the Masonic order and the 
Shrine, the Knights of Pythias, the 
Indiana Shoe Travelers’ Association 
and the Methodist church. 

He is survived by the widow and two 
daughters. Burial will take place in 
Frankfort. 


New Lights for Windows 


LYNN, MAss.—Goods in window dis- 
plays will show up better at night as 
new lamps are brought into use, these 
new lamps being a combination of the 
incandescent and the mercury vapor 
types. They are made here especially 
for lighting up business districts. The 
light from them is of the daylight sort, 
so that goods in the store windows: show 
up at night like they do in the day. 
“Color flaws” are prevented. The néw 
lamps have just been tested out here. 
They yield 50 per cent more light than 
ordinary street lamps. 
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Improve Quality, the Keynote 


New York, N. Y.—The good will 
and cooperation of the Shoe Manufac- 
turers Board of Trade has been en- 
listed by the Superintendents and 
Foremen’s Association of Greater New 
York in their drive to increase the 
membership in their organization. This 
essociation, founded in 1885, has among 
its members many of the supervisory 
staff of Brooklyn’s finest factories. 
With the depression, interest in this 
group began to lag; now there is a de- 
termined effort on the part of the mem- 
bership to return it to the position of 
respect in the trade that it held for so 
many successful years. 

At an open meeting of the associa- 
tion on Friday, Oct. 5, George Rosen- 
field of Cornell-Unity, Inc., gave a very 
spirited description of the glory that 
was Brooklyn’s and the beauty and 
quality of her shoes. It was Mr. Ros- 
enfield’s claim that the return to this 
type of quality was possible only by 
the return and the adherence to stand- 
ards of craftsmanship such as those 
held by the Superintendents and Fore- 
men’s Association. He described the 
unrest of the men and their plight un- 
der the necessity of curtailed produc- 
tion. If the quality of Brooklyn-made 
shoes is to be maintained, these men 
must be kept economically happy. Mr. 
Rosenfield expressed an earnest wish 
that foremen offer a word of encour- 
agement and whenever possible try to 
help solve some of the workmen’s dif- 
ficulties. 

William Watson of the Shoe Manu- 
facturers Board of Trade told briefly 
of the manner in which foreman could 
help one another by exchanging ideas 
in group meetirgs afforded by an asso- 
ciation of this nature. 


Ohio Leather Dividend 


GIRARD, OHI0O—The usual quarterly 
dividend of 25 cents per share on the 
common stock; $2 per share on the first 
preferred and $1.75 per share on the 
second preferred stock have been de- 
clared by the board of directors of the 
Ohio Leather Company, payable Oct. 1 
to stockholders of record on Sept. 20. 








Marott's Wins-Cup 


INDIANAPOLIS, IND. — Marott’s Shoe 
Store was awarded the first prize, a 
silver loving cup, for the most distinc- 
tive display of footwear at the second 
annual business show of the Hoosier 
Athletic Club here, which closed Sept. 
29. 


Correction 


In a news item on page 97 of the 
Sept. 15 issue, it was stated that the 
Z. C. M. I. store in Salt Lake City had 
added the Enna Jettick line in its 
downstairs department. Insofar as it 
referred to the downstairs department, 
this statement was in error, as the 
Enna Jettick line is being carried in 
the main shoe’ department on the sec- 
ond floor. 
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THE TURN SHOE 


SUPREME for GENERATIONS | 
and ALWAYS _an ARISTOCRAT of SHOEMAKING 


The smartest women everywhere 








wear shoes made by 
The Goodyear Turn Process 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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EVANS’ SLIPPERS 
Hand turned — Cement 
Padded Sole 
For Men, Women, Children 
77 Styles in Stock 


Send for Catalog 
No. 1435R 
Tan Kid. 


A 








Hand Turned. 
5-13. C. D.-EE 
$2.40 


L. B. EVANS’ SON CO. 
Wakefield, Mass. 
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TAP SLIPPERS 


ALUMINUM TAPS 
Black One Strap $1.60 
Kid Ribbon Tie 1.65 
Patent One Strap $1.70 
Leather ( Ribbon Tie 1.75 


BROOKS SHOE 
MFG. CO 


Swanson & Ritner Sts., 
Philadelphia 
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Opens New Department 


BRADENTON, FLA.—Bradley’s Depart- 
ment Store has opened a shoe depart- 
ment featuring men’s, women’s and 
children’s footwear. The new depart- 


ment is in charge of Lou Miller. Nearly 
200 different styles are being offered at 
the opening, with a most complete size 
range from which to select. 
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CINCINNATI —In modernizing their 
Budget Shoe Shop, the H. & S. Pogue 
Company decided to go extremely mod- 
ern both in decorations and furnish- 
ings, selecting an installation of Troy 
Streamline Metal as shown in the illus- 
tration above. 


shoe benches 


Standard chairs and 
were selected and covered with brilliant 


red patent leather. The entire depart- 
ment, with its modern walls and cases 
in combination with metal, make one 
of the most comfortable yet attractive 
shoe departments in the Middle West. 





About People 


V. F. Kelley Visits Coast 


CHICAGO, ILL.—V. F. Kelley, sales 
manager for The Scholl Mfg. Co., Inc., 
of this city, has just returned after a 
very interesting three-week tour of the 
Pacific Coast and Southwestern states. 

After contacting his field men in 
those territories and also calling on 
department stores and leading shoe 
stores who feature Dr. Scholl’s foot- 
comfort service, he finds that every in- 
dication points to a decided upturn 
and better than seasonal increase in 
business this Fall and Christmas sea- 
son. He outlined to his dealers and his 
field men the new merchandising plans 
of the company, in which plans dealers 
evidenced more than ordinary interest. 





To Show Brown Products Abroad 


New York. — Fred LeRoy Ayers, 
fashion director of Brown Company, 
Portland, Me., sailed recently on the 
Ile de France for Paris. He is also 
going to Vienna and will attend the 
Shoe Show in London. 

Mr. Ayers will present an elaborate 
display of ONCO shoemaking materials 
made from SOLKA and SOLKA fab- 
rics, and he will also show samples 
of shoes made from ONCO by leading 
manufacturers in the United States. 

The purpose of Mr. Ayers’ visit is to 
contact the European manufacturers 
who are using ONCO in making their 
shoes, and showing the latest develop- 
ments in the upper stock and fabrics. 
He is also planning to contact the lead- 
ing fashion originators in footwear, 
apparel and accessories, and bring back 
exclusive styles for the manufacturers 
in America who are cooperating with 
the Brown Company in the creation of 


bags, shoes, hats, and other high-style 
articles made from SOLKA. 

Mr. Ayers will make his headquarters 
with Mr. Kefferstein, the foreign rep- 
resentative of the Brown Company, at 
their permanent Paris office. 





Covers Mid West and South 


L. F. Thompson, well-known shoe 
buyer, who for 12 years was associated 
with J. C. Penney Co., is now western 
representative for the Federal Slipper 
Co., Inc., of New York, with a perma- 
nent sample room in the Silk Exchange 
Building, 503 North 12th Boulevard, 
half a block from the Jefferson Hotel. 
Mr. Thompson also has the stitchdown 
line of the Champion Shoe Mfg. Corp. 
Besides serving the St. Louis local 
trade and the many buyers who visit 
that market, Mr. Thompson covers 14 
states, including the Middle West and 
South. 


Represent Scholl in Indiana 


CuHIcaGo, ILL.—O. M. Cowden has 
been assigned to represent The Scholl 
Mfg. Co., Inc., of this city in the entire 
State of Indiana. He has been with 
the company for 12 years and has ca- 
pably represented it as salesman, dem- 
onstrator and educational director. His 
mission is to open new accounts in shoe 
stores wishing to incorporate Dr. 
Scholl’s foot-comfort service as an in- 
tegral part of their business. 





Shoe Man's Family Increased 


CLEVELAND, OHIO — Adolph Schwim- 
mer, manager of the basement shoe de- 
partment for the May Company, has 
been busy passing cigars as a result of 
the arrival of a baby daughter. 
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RIGHT AND LEFT 
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The RIGHT FEATURE shoe which has undergone the acid test of 
several years manufacture will produce REPEAT PROFITS for you. 
Nu-Matics with their patented, scientific, 
features are virtually non-competitive. 
Men's and Women's Shoes. 


“cushion” and "nail-less” 
Send for our Catalog of 


ROHN SHOE MFG. CO. 
512 W. Florida St., Milwaukee, Wis. 


[O)\} 1) sO) => 














New Shoe Manufacturing Firm 


CINCINNATI.—Cincinnati has made 
another forward stride in its march to 
regain its position as one of the lead- 
ing women’s shoe manufacturing cen- 
ters of the country in the announce- 
ment, just made, of the launching of 
the Schawe-Gerwin Shoe Company. 

The company, which will be capital- 
ized at $50,000, will be headed by Wil- 
liam J. Schawe, son of William H. 
Schawe, treasurer of the Krippendorf- 
Dittman Co., and Robert E. Gerwin, 
for the past eight years associated with 
the Sam B. Wolf Sons Co., and its suc- 
cessor, the Consolidated Shoe Corpora- 
tion, in the capacity of general man- 
ager and purchasing agent. Gerwin is 
a nephew of the late John Helming, 
pioneer Cincinnati shoe manufacturer, 
and senior member of the former Hel- 
ming-McKenzie Co. 

“Bill” Schawe was connected with 
the Krippendorf-Dittman Co. for many 
years as secretary of the company, but 
several years ago retired from the con- 
cern to engage in another line of busi- 
ness. 

The Schawe-Gerwin Co. will occupy 
the building at 4015 Cherry Street, the 
former home of the old Helming-Mc- 
Kenzie Co., as soon as present remod- 
eling has been completed and the ma- 
chinery installed. It is hoped to begin 
active operation about Nov. 15. The 
company will specialize on a high-grade 


line of $5 retailers, including both style 
and arch-feature footwear. 

John E. Pinkerton, widely known 
New York shoe salesman, will be sales 
and style manager of the new com- 
pany, in addition to covering the met- 
ropolitan and other large eastern re- 
tail centers in a sales capacity. 

Several well-known shoe makers are 
now under consideration for the su- 
perintendency of the new plant, and 
announcement of the factory organiza- 
tion will be made within a few weeks. 





Workers Protest Price Cutting 


LYNN, MAss.—Shoe workers are pro- 
testing to NRA authorities at Washing- 
ton against price cutting at retail 
which leads to wage reductions in fac- 
tories. They do not ask the Govern- 
ment to fix prices; they ask for some 
regulation, by code or otherwise, that 
will put an end to chiseling retail prices 
and wages lower and lower. 

A delegation will be sent to Washing- 
ton to present the case of the shoe 
workers to NRA authorities. Senator 
Walsh is arranging for a hearing. 

The shoe workers plan to ask for a 
shorter work week, also an increase in 
the minimum wage, and such other 
measures against price cutting as may 
be within the powers of the NRA, or 
may be secured through an act of Con- 
gress. 

It is reported that Haverhill shoe 





workers will join with Lynn shoe work- 
ers in demands that the Government 
stop price cutting and wage slashing. 


Greenberg Made Merchandise 
Manager; Fisher Appointed Shoe 
Buyer at Gimbels 


NEw YorK—S. Fisher, formerly as- 
sistant buyer under Joseph Michaels at 
Saks Thirty-fourth Street Store, New 
York, has been made acting buyer of 
women’s shoes at Gimbel Brothers. He 
will fill the position recently relin- 
quished by Joseph T. Greenberg, who 
is well known to the shoe trade. Mr. 
Greenberg has been promoted to the 
important position of merchandise 
manager of women’s and children’s 
shoes, coats and furs and dresses, at 
Gimbel Brothers. He is president of 
the Board of Directors of the Shoe 
Club, Inc., New York, and was formerly 
buyer of all women’s shoes at R. H. 
Macy & Co. 





SIGN THAT SELLS RUBBERS 


Oak Park, Ill—A sign in the Fanning Shoe 
Store is the direct cause of many sales of 
rubbers and overshoes for it brings home 
two points, protection during bad weather 
and longer wearing footwear. The sign reads: 

"Shoes that are protected from rain or 
snow hold their shape and wear longer. Have 
your shoes fitted with proper galoshes and 
rubbers NOW." 
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KUSH-IN-EZE 
HAND TURNED 
FOOTWEAR 


IN STOCK 


No. 156 Black 
Kid $2.35 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
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Bowling Shoes 
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BOWLING SHOES 


PRICE 
Women’s Oxfords— 
$2.25 5¢ less 
Combination Sole 
Right Foot 
Rubber Sole 
bber Heel 
Left Foot 
Buckskin Sole 
= Heel 
BROOKS SHOE MFG. 
Swanson & Ritner Sts., Philadetphia 







Men’s 
$2.35 
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R. NEUMANN & CO. 


HOBOKEN NEW JERSEY 





Announce Sales Staff Change 


New YorkK—Levey Bros. Shoe Co., 
144 Duane Street, has announced that. 
they are no longer represented in the 
territory of Alabama and Georgia by 
Frank G. Crawley. Mr. Crawley is no 
longer connected with the firm. The 
trade will be informed shortly as to the 
new representative in that territory. 
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St. Louis — The above photograph 
illustrates the effective use of modern 
design and decorative materials in the 
new sample and display room recently 
completed for the Blue Ribbon Shoe 
Company of St. Louis by Prater-Heier, 
Inc., also of this city. 

A combination of beige and copper 
trim with walnut panelling forms the 
basic color scheme. Four recessed panels 
on each side of the room provide space 
for showing the complete line of Na- 
turalizer Shoes on glass shelves against 
a silver background. 

At one end of the room, opposite the 
entrance, a raised model stand is back- 
ed by a modern decorative panel in 
harmonizing colors and flanked by 
radiator shields which form ledges on 


which advertising material or shoes 
may be shown to advantage. 

The floor covering of highly polished 
linoleum is in a modern design which 
repeats the color scheme of walnut, 
copper and beige. The room is fur- 
nished with chromium tubular metal 
chairs and a large specially designed 
table of chromium, glass and walnut 
which combines working space with dis- 
play shelves for feature items. 

All details of the room, including the 
center table and the modern lighting 
fixtures, were specially designed and 
built for this installation by Prater- ° 
Heier, Inc. .The result is a sales room 
which combines beauty, utility and con- 
venience to an unusual degree. 





Embossed and Perforated 


PEABODY, Mass.—Tanners are com- 
bining embossing and perforating as 
they work on new fancy grains for 
shoes for 1935. They use plates that 
punch perforations in leather as well 
as raised figures on the grain of the 
leather. For instance, they raise a 
grain on the leather, like that of woven 
strippings, and they punch holes, 
searcely larger than needle holes, be- 
tween the lines of the raised grain. 





Novel Color Scheme 


MIAMI, FLA.—Butler’s, Inc., at 60 E. 
Flagler Street, has been remodeled. 
New fixtures are of birdseye maple 
and a color scheme of peach and blue 
has been carried out. This is a rather 
unusual color combination for a shoe 
store but works up remarkably well. 
Black and brown are leading right now, 
with navy blue a third choice. Suede 
with patent trim is popular, as is suede 
and kid combinations. 





Custom Finish Leather 


PeasBopy, Mass.—Tanners sometimes 
handle orders for custom finish leather. 
This stock may be either hand or ma- 
chine-finished. If hand-finished, the 
workmen take skins after they are 
tanned and finish them by hand, in the 
old way, boarding them with the cork 
board, and graining them with hand- 
graining tools, and so on. 

If machine-finished, the leather is 
embossed on the familiar press, or with 
the old Broadley roll, which is shaped 
like a rolling pin, only it’s thicker and 
shorter. It has fancy grains cut into 
its surface, and the rolling of the roll 
over the leather prints the grain on 
the surface of the leather. 

These orders for custom finish leather 
are always small, and the leather is 
usually expensive. 





Roy Eagen Manager 


MARION, Iowa—The Economy Shoe 
Store opened here Sept. 14 under the 
management of Roy Eagen. 
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Perpetual Inventory Assures an Increased Profit 
...and Lowers Your Insurance Cost... 


Recorder Stock Record Cards Supply a Perpetual Inventory 


Helps you to “buy 
as you sell’’—to 
know whether each 
shoe is paying its 
way with a profit, 
to go light on slow 
movers, to re-size 
frequentlyon 
wanted style and 
sizes. 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 


MERCHANTS SERVICE DEPARTMENT 
BOOT AND SHOE RECORDER 


DE ALERS, CHIC AGO ARE A: precio — Street, Chicago, Illinois 
( 


) Please send me samples and prices ef your Stoes 
and Daily Sales Cara Record. 


Personal service available on above subjects—also in 


merchandise promotions—at nominal cost. pm 
ess 


City 


When writing advertisers please mention Boot and Shoe Recorder 
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ONE WAY TO INCREASE 
YOUR VOLUME OF BUSINESS... USE 
RECORDER WINDOW DISPLAY CARDS 


PRICE TAGS AND ARROWS, WHICH EXPLAIN SHOE FEATURES 


















OCTOBER 







Feature Pointers Design: Black witch on orange 

board, with yellow moon and 

INFORMATIVE ARROWS point out visible and border, Perfect for Hallowe’en. 
in-built values. They are gracefully and securely Size: 8” x 14” 






placed with the aid of adjustable Polly Clips. 










REVEAL the fine wearing qualities of your mer- COMPLETE TEXTS. 
chandise with PRECISE information through your sent on request 
windows. You can turn a window shopper into a 4 cards—Women’s Shoes 
sure customer by pointing out the quality fea- 2 cards—Men’s Shoes 
tures of your shoes. 1 card—Children’s Shoes 

1 ecard—Hosiery 





6 cards—On Store Service. 
Fitting, Quality, Exc. 

Single Cards: 60¢ each 

Without Text: 35¢ each 


S 















The ARROWS are available in two 
colors: corn with green border, or 
buff with green border. Choice of 
forty selling phrases, or blanks. 





October price ticket 
—same coloring as 
above show card. 








12 dozen (printed or blank)... ..$2.00 
Oe Mea ah 1.10 ; 
‘Sede Gel ai 0.25 To non-show card sub- 

SPECIAL: ’ | <i legal | 

ONE GROSS ARROWS AND ONE GROSS Arrow Sales Messages, Ulla acti cae OS 

POLLY CLIPS...... @ ONLY $5.00 on request. pri Size 114” x 2%" 























oP 


1535 











545 






































*@%5 
**Q’’: Orange “M”: Corn board; “QO”; Rose 


“L”: Cream board “BB”: Blue bar with “VV”: Harvest 
den bar and poy orange sunburst en Moon. Pale Blue — Bright Green -~ Reddish on light tan. 
blue trim. silver board. Board Dark Blue Brown ign. 


Trees. Size 1%” x 2%” 




















Attractive Hand Lettered Price Tickets 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 
WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 

“J’—Polly Clips for tickets: 4 gross $2.25 

(adjustable—tilts at any angle) 1 gross $4.00 
“K”—Shoe Carton Tickets: 500 @ $1.25, 1000 @ $2.25 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 


When writing advertisers please mention Boot and Shoe Recorder 


“yy”? an 
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ORE SHOES | 


Select the Service You Wish— 
Mail Coupon—See Sales Jump! 


SERVICE NO. 1—$5.00 monthly: 


Annual Display Card Service 
Includes 
EXCLUSIVE FRANCHISE is given with annual card service 


to one merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 
EXCHANGE OF CARDS: Annual card service subscribers may 


exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month’s 
cards, supplied free. Neat tickets with prices as wanted, but 
not harmonizing with the show cards, supplied free, if pre- 
ferred to blanks; harmonizing tickets with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 


HOLDERS 


Oval base — bur- 
nished gold— 
three color trim. 


These modernistic 
holders take any 
size card. They 
harmonize with 
the finest of win- 
dow display fix- 
tures. 








Merchants Service Dept. 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago. Il. 


12 display cards ... 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards . .. 4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
6 display cards... 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 
4 display cards... 2 holders... 
50 blank harmonizing price tickets 


COUPON 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 


Please enter our order for the Recorder “Selling 
Message,” beginning with October, for card service 
N@iiccseqcss » for one year, consisting of......... card 
holders (with the first month’s service), ........ cards 
GAGS 6 5 0 50s: blank tickets each month—OR—......... 
IMPRINTED tickets at 35¢ per fifty, additional, for 
which we will pay $....... per year, payable $....... 
per month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 


: ree 922204. » eee see . ee Sica Gatica. 
Saar NGG) > haces. ccc debeeddeceddacsseddogecutasens 
CRORES eis csc cenecnnes decerdecdacceeungeeaeeTeuaas 
oe OEE E POSTE E CCC TCC T TULL Cr Cee 
OL Ore e re TE rer te A PUT PCLO CTC CTO CEC 








When writing advertisers please mention Boot and Shoe Recorder 
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CLAWIFIED ann WANT A 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 











SALESMEN WANTED 


| 


SALESMEN WANTED 


POSITION WANTED 








We have the territory of 


MISSOURI 
KANSAS 
OKLAHOMA 
and NEBRASKA 
open 


Spring line ready about November 
tenth, The man we hire must be 
traveling that territory now and we 
prefer a man living at an advanta- 
geous point to cover it. No doubt, 
the man we would be interested in 
is already located but all communi- 
cations will be considered in a con- 
fidential manner. 


The Krippendorf Dittmann 
Company 


Cincinnati, Ohio 











SALESMEN wanted for the State of Pennsyl- 
vania and New York State to sell a General 
line of shoes to retailers; reference and quali- 
fication necessary. Address D-874, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


ALESMAN wanted for state of Connecticut 
to carry fast line juvenile shoes. Must have 
following. Morris Shoe Co., Inc., 143 Duane 
St., New York City. 





SHOE salesman to handle a line of new shoe 
racks as a side line, on commission basis. 
Popular priced. State references and _terri- 
tory. The Chas. Fischer Spring Co., 240 
Kent Ave., Brooklyn, N. Y. 


SALESMAN to carry side line women’s novel- 
ties to retail $2.00. Also jobs and shoes for 
sales promotions. State territory and experi- 
ence. Address D-882, care Boot & Shoe Re- 
corder, 140 Federal Street, Boston, Mass. 








SHOE salesman wishing short_line women’s 
full fashioned hosiery address Brooks Hosiery 
Mills, 31st and Hunting Park Ave., Philadel- 


phia, Pa. 


SALESMEN WANTED 


Men carrying ladies’ novelty shoes, to sell as 
side line, well known manufacturer’s exclusive 
and complete line of bows, at popular prices. 
Liberal commission to right man. State terri- 
tory covered. 
Address D-8S81, Care 
BOOT & SHOE RECORDER 
N. W. Cor. 56th & Chestnut Sts., 





Philadelphia, Pa. 








SIDE LINE—Salesmen calling on Dept. Store 
and better Shoe Stores to sell a patented 
rubber shoe. Sixth season. Established trade. 
State territory covered. Address D-883, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 











RETAIL shoe man, age 36, married, 20 years’ 

experience as retail salesman, buyer, man- 
ager and window dressing. Will consider any 
reasonable offer if ae se has possibilities; 
will go anywhere. ighest references. d- 
dress D-876, care Boot & Shoe Recorder, 209 
South State Street, Chicago, Ill. 








SHOE DYEING 








—DYE YOUR OFF COLOR SHOES— 
TURN THEM INTO READY SELLERS 


For years we have dyed off color or sunburned shoes 
black for particular shoe merchants with won- 
derful success. Pigment removed before dyeing. 
Returned clean inside and outside. Send trial 
order or write for particulars. Wholesale price 




















LINE WANTED """ ARUS URNS ME sive 
New York City. Resident sales- BUSINESS OPPORTUNITY 


man with good connections and 
knowledge of market, desires 
strong line of popular priced 
shoes for volume buyers. Com- 
mission basis. Al references as 
to character and ability to pro- 
duce good results. 


Address D-8S80, care 
BOOT & SHOE RECORDER 
239 W. 39th St., New York, N. Y. 














ANUFACTURER’S Representative carrying 

strong line children stitchdowns in FLOR- 
IDA, seeks line women’s novelties, also men’s 
welts in stock, retail $3.00. Bona fide sales rec- 
rh available. Milan E. Koflen, Box 1294, 
Miami. 





EAL line of shoes with reputable house. Not 

interested in drawing accounts but good con- 
nections. College graduate with following in 
Eastern territory. Address D-886, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








ALESMAN is open to represent Manufac- 

turer or Jobber. Popular Priced fast selling 
in-stock lines. New Orleans and near by ter- 
ritory wanted. Geo. Fuchs, 3827 Cleveland 
Ave., New Orleans, La. 











ANTED: Men with moderate capital to start 

in the shoe retail business in towns of three 
to ten thousand population within a radius of 
three hundred. miles of Chicago. Must come 
well recommended with some shoe experience. 
Address D-867, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn bi; 
income in service fees. A new system.o’ 
foot correction: readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











TO LET 








TO-LET 


FLOOR SPACE—Two floors, about 

4,000 Ft. each, suitable for shoe mfg. 

Heat, power, live steam, and elevator. 
Address D-884, care 


BOOT & SHOE RECORDER, 
140 Federal Street, Boston. Mass. 























CLASSIFIED ADVERTISING 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
& Advertisements for this page must be in our New York office on Friday of the week preceding publication. “4 


RATES 
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WANTED TO PURCHASE 


MERCHANTS’ NEEDS 





[NTERESTED in purchasing shoe store or 
stock. In Middle West. Address D-885, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








Buyers of Surplus Stocks 


We will buy surplus or entire stecks ef shees 
trem mm nufacturers, er retailers. 
QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5877 and 5878 








ny BUY 

} ane a lus Wholesale and Retail 
Stocks. randed Shoes such as 
Walk- x, "Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. 

IRVIN RUBIN 

“The House of Jobe’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 








CASH PAID 


FOR ENTIRE OR PART STOCKS 
Shoes, Dry Goods or Clothing 


No Quantity Too Large or Too Small 


MAX KALTER & co., INC, 
hone Canal 6-437 
H 591 BROADWAY NEW Xe YORK CITY 











¥ 





SELL YOUR OPERAS 
With the New 


COLONIAL 
BOW 


Bow made of finest gros- 
grain ribbon, Colonial tongue 
of patent, kid or suede. 





Black, brown, blue, green, 
patent or any color desired. 
$3.00 per doz. pairs 
CLIP ON EACH BOW 
Ask for our selection of 


Leather Bows at $2.00 per 
dozen. 


D. FEINGOLD & CO. 
141 KOSCIUSKO ST., 
BROOKLYN, N. Y. 


* 











BOW MAKERS OF AMERICA, INC: 
58 N. 4th ST.—PHILADELPHIA 
PLAIN - SMART - CHIC 


THE ARISTOCRAT 


The under bow, but partly revealed, gives 
just that exquisite touch. 
Available in brown suede, black suede, 


mat kid, patent leather, all with white 
under bow: and in all white kid. 


$24.00 GROSS PAIRS 
Many other styles carried, write for 


& a samples 


























HOTELS 





St. Louts tts 


m Hotel 


81H & ST. CHARLES 




















9rH 6 WASHINGTON 


$250 andwup 








HOTELS 








In New York. a hotel 
-..moderate in price 
and convenient 





¥ 


\ 





FIREPLACE mye Slubaaee 
@ Moderate in price...an ideal place to 
stay in New York. Single from $1.50. 
Double from $2.50. Weekly rates. 


@ Convenient...in the center of the 
shopping district, one block from Fifth 
Avenue and Penn. Station. 

@ Good food...you’ll enjoy our meals 
prepared by women cooks...only fresh 
vegetables used...home baked pastry. 
@ We will gladly send you on request 
an illustrated descriptive booklet with 
a beautiful map of New York City. 





Adds Shoe Department 


DANBURY, CONN. — Stanley’s, Inc., 
women’s dress shop, 255 Main street, 
has announced the opening of a wo- 
men’s shoe department in its newly- 
remodeled store. John Potasky is shoe 
buyer and manager of the department 
which is located on the first floor in a 
good store traffic location. The color 
scheme of the department is ivory and 
dark tan. 




































STATEMENT OF THE OWNERSHIP, 
MANAGEMENT, CIRCULATION, ETC. 
REQUIRED BY THE ACT OF MARCH 3, 


Of Boot and Shoe Recorder, 
York, N. Y., for Oct. 1, 1984. 
State of New York, County of New York, ss. 


1933 


published weekly at New 


Before me, a Notary Public in and for the State and 
county aforesaid, personally appeared William M. 
LeBrecht, who, having been duly sworn according to 
law, deposes and says that he is the Business Manager 
of the Bcot and Shoe Recorder Publishing Co., Pub- 
lishers of Boot and Shoe Recorder, and that the fol- 
lowing is, to the best of his knowledge and belief, a true 
statement of the ownership, management (and if a daily 
paper, the circulation), etc., of the aforesaid publication 
for the date shown in the above caption, required by 
the Act of March 3, 1933, embedied in section 537, 
Postal Laws and Regulations, printed on the reverse of 
this form, to wit: 


1, That the names edi- 


tor, managing editor, 


and addresses of the publisher, 
and business manager are: 
Publisher, Boot and Shoe Recorder Publishing Co., 
New York, N. Y. Editor, Arthur D. Anderson, New 
York, N. Y. Managing Editor, Raymond L. Fitzgerald, 
Forest Hills, L. I., N. Y. Business Manager, William 
M. LeBrecht, New York, N. Y. 


2. That the owner is: (If owned by a corporation, its 
name and address must be stated and also immediately 
thereunder the names and addresses of stockholders own- 
ing or holding one per cent or more of total amount of 
stock. If not owned by a corporation, the names 
addresses of the individual owners must be given. If 
owned by a firm, company, or other unincorporated con- 
cern, its name and address, as well as those of each in- 
dividual member, must be given.) 


and 









Owners: United Publishers Corporation, 239 West 39th 
Street, New York City. John Blair Moffett, 1608 Walnut 
Street, Philadelphia, Pa. 








3. That the known bondholders, mortgagees, 
security holders owning or holding 1 per cent or 
of total amount of bonds, mortgages, or other securities 
are: (If there are none, so state.) None 


and other 















4. That the two paragraphs next above, giving the names 
of the owners, stockholders, and security holders, if any, 
contain not only the list of stockholders and security hold- 
ers as they appear upon the books of the company but 
also, in cases where the stockholder or security holder ap- 
pears upon the books of the company as trustee or in any 
other fiduciary relation, the name of the person or corpo- 
ration fer whom such trustee is acting, is given; also 
that the said two paragraphs contain statements embrac- 
ing afflant’s full knowledge and belief as to the cir- 
cumstances and conditions under which stockholders and 
security holders who do not appear upon the books of 
the company as trustees, hold stock and securities in a 
capacity other than that of a bona fide owner; and this 
affiant has no reason to believe that any oher person, asso- 
elation, or corporation has any interest direct or indirect 
in the said stock, bonds or other securities than as so 
stated by him. 



















5. That the average number of copies of each issue of 
this publication sold or distributed through the mails or 
otherwise, to paid subscribers during the month preced- 
ing the date shown above is . (This 
information is required from daily publications only.) 











WILLIAM M. LE BRECHT, 








I. M. WIESE 
Manager 


Herald Square 


116 WEST 34th STREET - (Opposite Macy’s) 
NEW YORK 


Business Manager. 









Sworn to and subscribed before this this 28th day of 







September, 1934. 
WM. A. MAAS. 
(Seal.) 
Notary Public, Queens Co, No. 3210, Reg. No. 3450. 
Certificate filed in N. Y. Co. No. 1040, Reg. No. 6- 






M-662. My commission expires March 30, 1936 
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To 
Our Advertisers 
In This Issue 





Next Week 


ITH Winter just a few months ahead 

of us, shelter shoe come into the 
picture again—shoes to protect the 
health of wearers in cold, wet and stormy 
weather. Shelter shoes include a broad 
class, all the way from arctics and overshoes 
to the mannish welt oxfords that the college 
girl and business woman will wear. 

BOOT AND SHOE RECORDER believes 
there is a bigger opportunity to merchandise 
shoes in Winter from a health and protection 
standpoint than most merchants have 
realized. It's another of those sales angles 
that calls for education of the consumer, to 
the end that the public may be made to 
realize what an important part shoes play in 
avoiding colds, grippe, pneumonia and other 
Winter ills. R. E. Andruss gives practicai 
suggestions in our next issue. 

Are you reading Harry Terhune's interest- 
ing reports of conditions as he finds them 
on his cross-country travels? Next week 
Harry contributes another article, written 
from the Middle West. 





Published by BOOT anno SHOE 
RECORDER PUBLISHING CO. 
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HOTEL PENNSYLVANIA, Philadelphia, Pa....................-0. 000000000 . 59 
MOTELS. MAAVEATE A Bet, St. odie Mo... 5. oi io dnc een b ecb wes.s wdeeee 65 
ne i oo a Se) a er ee er ae 65 
KIRSCH-BLACHER CO., INC., New York City. ..:.... 0c. ccc ccc ccn eas ceceecvvens 65 
RUGIN, SRViSt New You (CRY. . oo. 6.05.5 o bs paved eho pn © oe guieas 65 
STEPHENSON LABORATORY, Boston, Mass... ............. 00 cee cece eee cc eeeueeses 64 
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No. 6115—Coffee Elk Brogue Oxford, 
Allenite Tip. 
Stem coe to 12, A,B, C&D 
h 


MNES. oe cates te dacscdeueas $2.55 
Sizes on to 3, A, B, C& D 
MINES Gvccbe Cences hue wuses yaa 


65 
pes... in Black Elk, No. 5127, Sizes 
8Y4 to 12 and 1 to 3. 
No. 5217—Coffee Elk Blucher, Allen- 
ite Tip. 
Sises BY to 12, A, B,C & D 
WEEE ecw ncuunesebaeeneus $2.65 
Sizes 12% to 3, A, B,C & D 


Widths 
Same in Black Elk, No. 5227 
An Allenite “Good Luck Charm” is 


attached to each pair of shoes with 
Allenite Tips. 





KEEP GOOD FEET HEALTHY 


THE GILBERT SHOE CO., THIENSVILLE, WIS. 


MARBRIDGE BUILDING - LOS ANGELES: 


NEW YORK: 541 

















NOTHING TOUGHER! 






Allenite Tips are just that for wear by active youngsters; 
therefore, a SELLING FEATURE which aids your 


volume sales of good shoes. 













This tip does not scuff or peel, and, in most instances, 
outwears the shoe. 


Then, too, it is smooth, perfectly matching the upper 
stock—and a finer tip stitching is possible with Allenite. 


Merchants who sell quality and service, instead of selling 
down to a price, find in-built values their chief reliance 
for holding satisfied loyal customers, and for doing a 
profitable business.) KALI-STEN-IKS shoes lead all 


other lines for values, visible and invisible. 


HAYWARD HOTEL 
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A THE BOX 10k 


yet vitally important | 
to the appearance and 
comfort of the shoe. 








THE QUALITY BOX TOE 
B/C 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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WOMEN 


have accepted 
fur trimmed 


RAYNSHU - TIES 
for street wear 





Hundreds of women who formerly wore ordinary 
snap or slide fastener gaiters now insist on 
Raynshu-Ties as more practical—more styleful. 





Camco designers created this outstanding style 
hit—Camco production facilities place it in the 
popular price class to meet the large demand. 





Raynshu-Ties are priced to yield the dealer a 
real profit—are sold on a preferred basis to 
eliminate price competition—are the answer to the 
strong demand for gaiters which are really smart 
in looks while affording maximum protection. 


Raynshu-Ties are now on sale in selected shoe 
stores from Bangor, Maine ... up Fifth Avenue 
. .. down to New Orleans . . . Seattle to Hollywood. 
Their style and quality make them preferred 
wherever they are displayed. 









The Mark of fitsesy 












Superior Quality 





BONNIE RAYNTIE 











write or wire 


CAMBRIDGE 


RUBBER COMPANY 
CAMBRIDGE, MASS. 









NEW YORK BOSTON CHICAGO 










OPERA BOOT 125 DUANE ST =§ G00. ATLANTIC AVE. = 317 W. MONROE ST. § AATINEE TIE 
— “Retails trem $425 t0 AND LEADING WHOLESALERS Black or White. Retails from 
$5.00. $3.25 to $3.50. 









When writing advertisers please mention Boot and Shoe Recorder 
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TOUCH THEIR 


Pr 





. . . and you open their pocketbooks! 





@ Write today for your copy of 
the new Fall Foot Saver Catalog. 





T 


E 


MELBA 


JULIAN 


& 





FOOT SAVER “== 


= This is what Foot Saver is doing in a dominant, full page 
campaign which started just sixty days ago. Fourteen mil- 
lion readers of The Ladies’ Home Journal, Good House- 
keeping and Vogue Magazinesare seeing these striking pages, 
among which this one, the third, appears in October issues. 


By appealing to women of all ages, we are broadening 
considerably the normal market for Foot Saver Shoes, by 
developing the more youthful market. Foot Saver dealers 
are profiting accordingly. 

Our sales are up very considerably. Our dealers are pros- 
pering. A very great number of them are participating in a 
nation-wide radio program over one hundred and ten of 
the country’s leading radio stations. 


Backed by intelligent advertising, usable dealer helps and 
a stylish, well made line, the Foot Saver franchise grows 
more valuable with each passing month. If it is still avail- 
able in your community you might ask us about it. 


SHOES 


Manufactured by 
KOKENGE CO., COLUMBUS, OHIO 
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Won't look at my Feet 


wherever they are worn. Yet a patented con- 
struction, cleverly hidden, makes them com- 


OW MANY million modern women have ut- 
tered these words—always in embarrass- 
ment—so often in tragic anguish! 

And more so nowadays than ever, because 

_beach bathing, stockingless ensembles, and 
open-work sandals and slippers constantly ex- 
pose women’s feet—for better or worse—to 
the appraising eyes of a critical world. 

Are your feet beautiful when seen by others 
on the sunny sands or in the privacy of your 
bedroom? Or are they twisted and unattrac- 
tive, with gnarled toes, corns, callouses, and 
swollen arches— guilty evidence of hastily 
chosen, poorly designed shoes? 

Smart women of all ages are, today, demand- 
ing fashionable shoes which at the same time will 
not wreck their feet. And they are finding the 
answer to their need in Foot Saver Shoes. 

These shoes are smart with a double mean- 
ing. Their interesting lines, fine leathers and 
unusual details make them distinguished shoes 
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fortable as well as chic . . . “foot savers” 
instead of “foot wreckers.”’ 

Foot Saver Shoes are as smart inside as they 
are out . . . because they are shaped on free 
walking lasts to fit the foot in motion and pro- 
vide a space for each toe at all times. They 
won’t bulge at the sides . . . and they hug 
your heels closely but comfortably and thus 
avoid stocking wear and callouses. They hold 
the foot firmly, yet gently, in a grasp which 
rests and supports your arch. They truly allow 
your foot to retain—or regain, if need be, its 
youthful beauty. 

Yet with all these practical features Foot 
Saver Shoes are always sleek fashion-wise cre- 
ations. You will delight in their swank ap- 
pearance, while your comforted feet congratu- 
late your good judgment. Lastly, because 
they fit hetter they will look trim longer 


F OR B EA U 


ting advertisers please me 


ntion Boot 


and thus add economy to their other merits. 

A selected shoe or department store in your 
locajity sells these finer, smarter shoes. If you 
don’t know which it is write us for the name 
and we will also send you an unusually inter- 
esting booklet of New Footwear Fashions. 
Address The Julian & Kokenge Co., 28 W. 
Main Street, Columbus, Ohio. 


Foot Saver 
Shoes 


The Julian & Kokenge Co., 28 W. Main St., 
Columbus, Ohio. 

Please send me your free booklet of New Footwear 

Fashions ‘Smart Shoes for Beautiful Feet.” Also 

name of the nearest Foot Saver dealer. 


Men's Foot Savers are manufactured by Commonwealth Shoe 
& Leather Company, Whitman, Massachusetts 
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As the heel goes so goes the shoe 


and the ussomer 


most vital part of any shoe is the heel. It has to stand 

the most punishment, and how it stands that punishment 

determines the shape, appearance, life, comfort of the entire 
shoe—and the customer's satisfaction with that shoe. 


For greatest customer satisfaction, sell shoes equipped with 
Vogue Heels. With their sturdy rubber compound, their firm 
wood base, these heels keep their own shape and preserve 
the shape of the whole shoe. Because of the wood base, 
each nail binds the entire heel to the seat so that you have 
a permanently tight heel seat—no grin, no squashing out, 
no loose heel. 


This tight, firm heel assures greater comfort because it 
assures a flat, firm tread. Comfort is further increased by 
the 25% lighter weight of the Vogue Heel and by the fact 
that it wears far longer without running over. 


Vogue Heels cost no more than any standard grade heel, 
but they give you sales advantages that no other type heel 
can supply. Tell your jobber you want Vogue Heels on the 
next shoes you buy. He can get them for you. The B. F. 
Goodrich Co., Heel and Sole Sales Division, Akron, Ohio. 





Makes any shoe look better because of tight heel 
seat. 


Helps preserve shape and appearance of shoe 
by preventing wrenching. 


Wears longer because of more usable rubber. 
Is 25% lighter, 100% better looking. 
Assures firm, flat tread and greater foot comfort. 


Firm wood core makes any shoe a semi arch 
supporter. 

More effective wear. 

Adds novelty, value, comfort—to help you sell 


more shoes and keep user sold. 


Any shoe can afford Vogue Heels 


Every shoe becomes a better shoe with them 











Rubber Heel 
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Mr. Ottver L. Davipson 
Manager—Shoe Department 





"F LORSHEIMS MADE US OPTIMISTS!” 
according to Frank R. Jelleff, Inc. of Washington, D. C. 






“The first year we turned to Women’s Florsheims wit- 





nessed the lowest ebb of the depression in Washington 






—yet our shoe department during that period showed 






a very impressive increase. Since then our business 





has piled up steady gains month after month.” Obvi- 






ously Frank R. Jelleff, Inc., has reason to be pleased 










with the quality shoe that’s made good times out of 
bad. Your salesmen, like Jelleff’s, will be sold on 
Florsheims—your customers re-sold. That’s the open 


secret of Florsheim success. 


TO RETAIL AT ‘eo *i and up 
FLORSHEIM 


SHOES ror WOMEN 


THe FrorsHetm SuHoe Company e¢ Manufacturers ¢ CHICAGO 





The home of Frank R. Jelleff, Inc. 
Washington, D. C. 
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